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U.  S.  ARMY  ADVERTISING  FROM  THE  RECRUITS*  VIEWPOINT 


EXECUTIVE  SUMMARY 


Requi r ament ■ 

To  improve  the  efficiency  end  productivity  of  U.S.  Army  advertising  and 
marketing.  In  particular  there  is  a  need  to  examine  the  media  habits  of  Army 
recruits  and  profile  the  media  that  are  most  likely  to  draw  an  audience  from 
which  the  Army  needs  to  recruit  in  order  to  sustain  a  high  quality  force. 

Procedure: 

Recruits  were  surveyed  upon  accessioning  at  all  Army  Reception  Stations. 
Data  from  the  1982  and  1983  ARI  New  Recruit  Surveys  were  examined  using 
log~linear  modeling  techniques.  This  paper  focuses  on  the  recruits' 
self-reported  media  habits,  recall  of  Army  advertising  by  media,  and  reported 
response  to  Army  advertising. 

Findings: 

Media  habits  were  found  to  differ  in  significant  ways  by  recruit 
demographic  characteri sti cs  (e.g.,  age,  region  of  country,  sex,  and  ethnic 
group)  as  well  as  recruit  quality  indicators  (i.e.,  Armed  forces  Qualification 
lest  Scores  and  education).  Targeting  of  Army  advertising  was  shown  to  be 
successful  in  cases  like  the  direct  mail  campaign  to  high  school 
students — high  school  graduates  recall  the  advertising  to  a  much  greater 
extent  than  do  non-graduates  over  and  above  any  differences  in  recall  related 
to  AFQT. 

Utilization  of  Findings: 

Findings  have  been  utilized  in  advertising  program  reviews  and  program 
development.  For  example,  these  analyses  have  played  an  important  role  in 
reviewing  and  in  some  cases  changing  madia  purchases  for  Army  advertising. 
While  there  are  many  commercial  vendors  for  information  on  the  media  habits  of 
young  Americans,  they  are  all  geared  to  reporting  results  only  in  terms  of  who 
is  likely  to  buy  a  product  among  those  who  can  afford  to  buy.  The  military 
services  cannot  depend  just  on  these  commercial  services  to  tall  them  how  to 
reach  mi li tary-servi ce  qualified  youth.  Among  the  most  useful  of  the  results 
have  been  analyses  of  differing  advertising  requirements  across  the  different 
geographic  regions. 
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INTRODUCTION 


PacKoround 

Tha  1982  DA  Survey  of  Personnel  Entering  the  Army  was  developed  to  answer 
questions  concerning  the  demographics  and  enlistment  motivations  of  new  Army 
recruits.  This  effort  has  been  continued  in  the  1983  ARI  Survey  of  Recruits. 
Military  personnel  planners  require  such  information  on  a  regular  basis  to 
monitor  current  recruiting  strategies  and  to  forecast  future  enlistment  and 
reenlistment  resource  needs.  Hhile  there  i s  an  apparent  need  for  such 
information  on  a  regular  and  timely  basis,  we  know  of  no  other  effort  to 
collect  general  information  on  enlistment  decision  making  since  the  DoD  Survey 
of  Personnel  Entering  the  Military  was  last  administered  in  1979.  (See  Boesel 
8  Richards  (1982)  for  a  review  of  major  surveys  on  enlistment  motivation  since 
the  end  of  the  draft). 

Military  recruiting  in  1980's  is  dramatically  changed  from  military 
recruiting  in  the  late  70's.  Hhile  Army  recruiting  in  FY79  suffered  one  of 
the  poorest  years  in  both  quantity  and  quality*  since  the  end  of  the  draft, 
the  high  quality  of  FY82  and  FY83  Army  recruits  with  no  loss  in  quantity  is 
unprecedented.  Army  personnel  policy  planners  need  to  know  who  these  recruits 
are  and  why  they  decided  to  enlist.  This  knowledge  should  facilitate  efforts 
to  capitalize  on  the  current  surge  in  high  quality  applicants.  Four  specific 
requests  were  included  in  the  general  research  requirement  given  ARI  in  1982 
for  the  collection  of  information  useful  to  policy  makers  in  the  management  of 
the  success  of  current  recruiting  efforts' 

o  Determine  who  is  enlisting  in  the  Army  and  why. 

o  Who  are  the  Category  I-IIIa's,  where  do  they  come  from? 

o  Conduct  attitude  survey  to  determine  why  recent  recruits  joined 
and  their  propensity  to  remain  in  the  service. 

o  Hhat  recruiting  pract ices/ advert i sing  are  proving  the  most 
successful  and  why? 

Tha  1982  DA  Survey  of  Personnel  Entering  the  Army  was  designed  in 
response  to  this  research  requirement.  Three  surveys  were  administered  in 
this  effort  and  are  collectively  referred  to  as  the  1982  DA  Survey  of 
Personnel  Entering  the  Army  or  as  the  1982  DA  Survey.  The  Original  Form  of 
the  1982  DA  Survey  was  general  in  nature  and  was  administered  to  new 
service  members  in  all  Army  components.  Form  2  was  specifically  tailored  for 
active  duty  service  members,  while  Form  4  was  directed  to  members  of  the  Army 
Reserves  and  the  Army  National  Guard.  Technical  aspects  of  the  1982  DA  Survey 
effort  are  documented  in  a  User's  Manual  and  Codebook  (Elig,  1983)  which 


*  He  use  here  the  generally  accepted  definition  of  'quality'  in  military 
service  applicants  (i.e.,  high  scores  on  the  AFQT  and  having  completed  high 
school  and  received  a  diploma). 


summarizes  the  survey  design*  sampling  procedures*  provides  general  technical 
information  about  the  questionnaires*  and  describes  the  data  base  in  detail. 


A  prior  paper*  Recognition  Of  Army  Adverti sing  Themes  Regular  Army 
Recruits  in  1982  (Elig*  Johnson*  and  Gade*  1983)  reports  on  advertising  media 
recall  and  commercial  recognition  data  collected  in  Form  2  of  the  1982  DA 
Survey.  A  companion  paper*  Recognition  gf  Army  Adverti sing  Themes  Army 
Reserve  Recrui ts  i n  1982  (Hertzbach*  Elig*  Johnson*  and  Gade*  1983)  reports  on 
advertising  media  recall  data  collected  in  Form  4  of  the  1982  DA  Survey.  (It 
should  be  noted  that  items  directly  related  to  advertising  were  not  included 
in  the  Original  Form  of  the  82  Survey).  Although  based  on  limited  data 
collections  (the  Meeks  of  12-16  July  and  2-6  August  1982)*  these  data  proved 
to  be  useful  to  the  advertising  policy  makers  in  the  Office  of  the  Deputy 
Chief  of  Staff  for  Personnel  and  in  the  US  Army  Recruiting  Command.  These 
offices  supported  the  continuation  of  the  survey  effort  by  May  of  the  1983  ARI 
Survey  of  Army  Recruits. 

Survey  Development  and  Content 

The  structure  of  the  1982  DA  Survey  Mas  partially  based  on  the  1979  DoD 
Survey  of  Personnel  Entering  Military  Service  (Doering*  Grissmer*  &  Morse* 
1980a*  1980b).  Questions  Mere  selected  from  the  1979  DoD  Survey*  and  as 
appropriate  modified*  to  fit  the  purposes  of  the  1982  DA  Survey.  In  taking 
this  approach  two  major  advantages  Mere  gained.  First  of  all,  by  using 
previously  tested  items  Me  avoided  the  neccessity  of  a  long  developmental 
effort  to  insure  items  appropriate  for  the  subject  population.  The  other 
major  advantage  of  this  approach  Mas  that  it  insured  the  availability  of  a 
cross-sectional  comparison  group  in  the  Regular  Army  recruits  surveyed  in 
1979. 

The  82  Original  Form  questionnai re  Mas  quickly  developed  and  implemented 
in  order  to  provide  as  much  information  as  possible  in  as  short  a  time  as 
possible.  Refinements  Mere  made  in  the  questionnaire  after  meeting  immediate 
Army  personnel  policy  planners  needs  Mith  the  Original  Form.  Differences 
betMeen  the  Original  and  Revised  (Forms  2  and  4)  questionnaires  resulted  from 
a  decision  to  broaden  the  information  base  and  refine  items  based  on 
experience  Mith  the  Original  Form.  Of  particular  note  for  this  report  is  the 
inclusion  of  questions  on  advertising  in  the  Revised  Forms  (2  and  4). 

A  Research  Advisory  Panel  Mas  formed  in  the  second  quarter  of  FY83  to 
revieM  the  1982  efforts  and  guide  the  1983  survey  efforts.  At  the  invitation 
of  ARI  the  Office  of  the  Deputy  Chief  of  Staff  for  Personnel  (ODCSPER)  and  the 
US  Army  Recruiting  Command  (USAREC)  appointed  representatives  to  this  Panel. 
This  Panel  recommended  continuing  the  survey  Mith  many  items  from  the  1982 
effort  Mhi le  expanding  the  item  base  to  include  more  demographic  information 
on  recruits.  Thus*  the  1983  ARI  Survey  has  continued  the  evolution  from  the 
1979  DoD  survey  in  terms  of  the  sophistication  and  depth  of  demographic 
information  collected  on  recruits. 

Based  on  the  success  of  the  82  survey  effort  there  Mere  a  very  large 
number  of  requests  for  information  to  be  collected  in  the  83  survey.  To 
accommodate  as  many  of  these  requests  as  Me  could*  mo  developed  three  forms  of 
the  83  survey.  A  total  of  218  questions  Mere  asked  in  at  least  2  of  the  3 


FIGURE  1.  SURVEY  CONTENT  PLAN  FOR  1983  ARI  SURVEY  OF  ACTIVE  ARMY  RECRUITS 


FORM 


A 

(2927) 


B 

(2864) 


C 

(2814) 


ITEMS 


CORE  XXX 

ADVERTISING  X  X 

DEMOGRAPHICS  8  REASONS  FOR 

ENLISTMENT  8  CONTACTING  X  X 

RECRUITER 

EDUCAT ION/ EMPLOYMENT/ 

INFLUENCERS  X  X 


forma.  If  only  on«  form  had  boon  usad>  only  160  questions  Mould  have  boon 
possible.  Our  multiple  form  design  (see  Figure  1)  allows  all  items  to  be 
correlated  with  all  other  items. 

All  forms  of  the  82  and  83  Surveys  were  designed  to  collect  information 
about  enlistment  motivation  and  personal  background.  All  forms  were  similarly 
structured  and  loosely  followed  the  organization  of  the  1979  DoD  Survey.  Each 
item  in  the  1983  ARI  Survey  of  Recruits  is  listed  in  Appendix  A.  Tabulated 
results  for  all  items  are  presented  by  Elig  et  el.,  1984a,  1984b,  1984c,  and 
1984d.  The  variable  list  in  Appendix  A  is  intended  to  answer  questions  about 
what  other  information  collected  from  recruits  can  be  correlated  to  the  items 
analyzed  in  this  report.  Appendix  A  also  crossreferences  1983  items  to  items 
which  were  also  contained  in  the  1982  survey.  This  crossreferencing  is 
included  as  a  guide  to  the  range  of  information  collected  in  the  82  and  83 
surveys.  As  can  be  seen  in  this  table,  the  amount  of  information  collected  in 
83  tripled  from  what  was  collected  in  82. 

Suiyay  Procedures  and  Sample 
Adnini strati on  and  Sampling 

The  1983  ARI  Survey  of  Recruits  was  administered  to  recruits  in  group 
settings  during  initial  entry  processing  in  US  Army  Reception  Stations. 

Surveys  were  administered  during  the  weeks  of  16-20  May,  6-10  June,  20-24 
June,  11-15  July,  and  1-5  August.  Forms  A,  B,  and  C  were  administered  to 
Regular  Army  recruits;  Form  D  was  administered  to  Army  Reserve  and  Army 
National  Guard  recruits. 


r.-.-.s* 

fW 


The  population  to  ba  sampled  with  tha  1983  AR1  Survey  of  Recruits  was 
1983  non  prior  service  (NPS)  accessions  in  the  Regular  Army  and  the  Army 
Reserve.  Army  National  Guard  recruits  were  not  of  primary  interest  since 
important  recruit  selection  variables  such  as  qualifying  test  scores  are 
unavailable  in  the  HEPS  Reporting  system  for  over  90X  of  Guard  recruits.  To 
reduce  administrative  burden  on  the  Reception  Stations*  the  survey  was  given 
to  all  personnel  processing  through  the  Stations  for  initial  entry  training. 
This  directive  for  blanket  admini stration  Mas  also  intended  to  reduce  the 
possibility  of  unwitting  sample  biasing  by  survey  admini strators  untrained  in 
sampling  theory  and  design.  However,  as  in  1982,  there  is  a  possibility  for 
sample  biasing  at  the  Ft.  Jackson  Reception  Station.  This  station  requested 
and  received  permission  to  sample  recruit  companies  rather  than  survey 
everyone  being  processed  at  the  station.  This  exception  was  granted  because 
the  large  number  of  recruits  processed  by  the  Ft.  Jackson  Station  during  the 
summer  requires  extremely  tight  scheduling  of  recruit  and  station  personnel 
time.  Station  personnel  were  instructed  to  survey  by  recruit  processing 
company  and  to  favor  Regular  Army  or  Army  Reserve  recruit  processing  companies 
in  the  selection  process. 

Simple  and  Representativeness 

A  total  of  8,605  Regular  Army  Non  Prior  Service  recruits  completed 
useable  surveys.  Hatching  HEPS  Reporting  System  (HEPRS)  records  have  been 
found  for  96. 95C  of  the  sample.  Thus,  we  have  a  very  large  potential  data  base 
even  for  analyses  using  HEPRS  derived  variables  (n  -  8,341). 

As  discussed  above,  three  forms  of  the  83  survey  were  developed  for 
Regular  Army  recruits.  A  set  of  38  core  items  are  included  in  all  RA  forms  (n 
=  8,605).  Sixty  advertising  items  are  asked  in  Forms  A  and  B  (a  for  these 
forma  is  5,791).  Sixty  items  of  extensive  demographics  and  reasons  for 
contacting  a  recruiter  and  reasons  for  enlistment  are  in  Forms  A  and  C  Cn  for 
these  forms  is  5,741).  Sixty  items  on  education  and  employment  history  are  in 
Forms  B  and  C  (q  for  these  forms  is  5,678). 

The  sample  sizes  and  our  success  in  Matching  cases  with  HEPRS  record s  are 
positive  signs  that  the  1983  ARI  Survey  effort  has  succeeded  in  capturing 
useful  data  about  attitudes  and  motives  that  influence  enlistment  decision 
making.  However,  there  are  several  aspects  of  the  survey  procedures  that  must 
be  considered  when  interpreting  the  results.  The  usefulness  of  this  data  base 
lies  much  more  in  representing  segments  of  the  market  rather  than  in  a 
representation  of  all  FY83  Army  enlistments. 

Seasonal  Variation.  The  survey  sampling  covers  only  the  second  half  of  FY83. 
The  impact  of  regular  seasonal  variation  or  other  shifts  in  motivational 
patterns  during  the  course  of  the  year  would  seem  to  preclude  a 
strai ghtforward  generalization  of  survey  results  to  all  of  (983.  The 
possibility  of  seasonal  bias  is  attenuated  somewhat  for  Regular  Army  samples 
by  the  fact  that  we  are  dealing  with  accession  rather  than  contract  data. 
Regular  Army  recruits  who  are  included  in  our  survey  signed  enlistment 
contracts  at  various  times  of  the  year  under  the  Delayed  Entry  Program  (DEP). 
As  can  be  seen  in  the  cumulative  percents  in  Table  1,  over  half  of  the  sample 
contracted  for  enlistment  by  February  and  thus  at  least  four  months  prior  to 
accessioning. 


Table  1 


CONTRACT  DATE  OF  RA  RECRUITS 


PERCENT 


CUMULATIVE 

PERCENT 


A. 163  4.260 

4.430 

8.689 

5.340 

14.029 

4.223 

18.252 

4.818 

23.070 

6.626 

29.697 

6.420 

36.117 

6.383 

42.500 

9.976 

52.476 

20.667 

73. 143 

12.973 

86.117 

5.971 

92.087 

3.629 

95.716 

3.993 

99.709 

0.291 

100.000 

Sample  Population.  The  DEP  has  made  enlistment  decision  making  a  complex 
process  of  multiple  decision  points.  For  people  who  enlist  in  the  DEP» 
enlistment  decision  making  involves  at  least  a  decision  to  sign  a  contract  and 
a  decision  to  fulfill  the  contract  and  access.  Our  respondents  were  asked  to 
report  recognition  of  Army  advertising  by  media  and  by  content  as  well  as 
recognition  of  Army  enlistment  options*  programs*  and  incentives.  The 
recognition  rates  reported  in  this  paper  are  rates  that  apply  at  accession 
rather  than  contracting.  Our  population  is  not  in  fact  a  population  of  people 
signing  contracts*  but  rather  a  population  of  recruits  who  have  been  exposed 
to  Army  advertising  for  as  long  as  one  year  since  contracting. 

Thus  the  results  of  our  samples  of  accessions  from  the  second  half  of 
FY83  are  best  interpreted  as  indicative  of  the  relative  strength  of 
motivations  for  enlistment  through  advertising  influence  in  FY83  rather  than 
as  definitive  of  actual  percentages  of  FY83  accessions  motivated  through 
advertising.  A  major  strength  of  this  survey  is  in  measuring  the  motives  of 
specific  market  segments.  The  timing  of  this  survey  is  particularly  good  for 
the  comparison  of  the  motives  of  recruits  recently  graduated  from  high  school 
with  the  motives  of  other  recruits.  This  comparison  is  of  particular 
importance  for  the  Army  Recruiting  Command's  efforts  to  penetrate  the  high 
school  market . 
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Survey  Demopraphi cs.  Figure  2  compares  the  1982  and  1983  NPS  RA  survey 
respondents  on  several  demographic  variables  thought  to  influence  answers  to 
the  survey  questions1  AFQT,  Region#  Ethnic  Group#  Education#  Term  of 
Enlistment#  Gender#  and  Age  at  which  they  signed  a  contract  to  enter  the 
military.  There  are  significant  differences  in  the  two  samples.  More  AFQT 
category  I-IIIA  came  into  the  service  and  participated  in  the  ARI  survey  this 
year  compared  to  last  year.  Fewer  people  from  the  southeast  and  more  from  the 
southwest#  midwest#  and  western  parts  of  the  country  participated  in  the 
survey  in  1983.  More  of  the  survey  respondents  were  Mhites  and  relatively 
fewer  minorities  were  surveyed  this  year  compared  to  1982.  More 
non-high-school  graduates  were  sampled;  more  3-year  enlistments#  more 
17-year-olds#  and  more  women  are  in  the  1983  sample  compared  to  1982's. 
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Compari son  of  12  And  liana 

Because  of  changes  in  the  way  survey  items  were  asked#  it  is  not  possible 
to  directly  compare  many  items  in  the  83  survey  with  similar  items  in  the  1982 
survey.  In  the  1982  survey  recruits  were  asked  only  if  they  remembered  Army 
advertising  (Tables  1  8  2#  Appendix  B)>  while  in  1983  they  are  first  asked 
either  if  they  remembered  Joint  Service  advertising  (in  form  C#  83  ARI  Survey) 
or  if  they  remembered  Joint  Service#  Air  Force#  Navy#  and  Marine  Corps 
advertising  (in  Forms  A  and  B#  83  ARI  Survey).  In  82#  the  recruits  may  have 
been  responding  to  military  advertising#  not  exclusively  Army#  in  1983#  the 
survey  made  it  plain  that  Army  advertising  is  distinct  from  other  services* 
advertising.  Another  major  change  makes  it  impossi ble  to  directly  compare  82 
and  83  results.  Because  of  this  change  it  is  not  possible  even  to  interpret 
82-83  changes  as  the  result  of  making  Army  advertising  distinct  from  other 
military  advertising.  In  1982  recruits  were  asked  to  mark  "remember"  or  "not 
remember"  separately  for  each  advertising  media  (Table  2#  Appendix  B);  a 
recruit  uncertain  about  a  media  would  probably  just  skip  that  media  item.  In 
1983  recruits  were  asked  to  mark  all  media  they  remembered  in  a  single 
question  (Table  2);  a  recruit  uncertain  about  a  media  is  counted  as  not 
remembering  it  as  long  as  he  marks  even  one  media  as  remembered  or  marks  that 
he  does  not  remember  any  advertising.  A  final  cautionary  note  on  82-83 
comparisons  must  be  made.  Advertising  questions  were  included  only  in  the 
July  and  August  surveys  in  82#  in  83  advertising  questions  were  included  in 
May#  June#  July#  and  August  surveys. 

Hhile  any  comparison  of  levels  of  responding  in  82  and  83  are  invalid# 
comparisons  of  effects  can  be  made  if  cautiously  interpreted.  That  is#  any 
comparison  of  the  82  percents  with  the  83  percents  is  meaningless  whether  the 
percents  are  for  TOTAL  recall  or  for  recall  by  a  subgroup.  However#  with 
caution  we  may  compare  effects#  e.g.#  if  males  recall  something  better  in  83# 
did  they  recall  it  better  in  82  as  well.  Relationships  can  be  compared  but 
not  amounts.  This  caution  should  be  kept  in  mind  when  comparing  effects 
discussed  in  the  next  chapter  on  results  of  the  1983  survey  with  the  82 
effects  shown  in  tabular  form  in  Appendix  B. 


afqt  region  ethnic  group 
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Hhile  the  discussion  abov®  focusas  on  nadi®  recall  questions,  the  seme 
caution  must  ba  used  in  comparing  82-83  questions  on  specific  commercial*. 

For  th®  commercial  recognition  items*  possible  responses  changed  from  a  simple 
"remember"*  or  "not  remember"  to  "not  remember"*  or  "remembered  but  disliked"* 
or  "remembered  but  didn't  impress"*  or  "remembered  and  important  in  enlistment 
deci sion." 


While  the  discussion  above  focuses  on  media  recall  questions*  the  same 
caution  must  be  used  in  comparing  82-83  questions  on  specific  commercials. 

For  the  commercial  recognition  items*  possible  responses  changed  from  a  simple 
"remember",  or  "not  remember"  to  "not  remember",  or  "remembered  but  disliked", 
or  "remembered  but  didn’t  impress",  or  "remembered  and  important  in  enlistment 
deci si  on . " 
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MEDIA  RECALL  AND  ADVERTISING  RESPONSE 

In  this  section  we  examine  the  proportions  of  Regular  Army  recruits  in 
the  survey  who  reported  remembering  Army  advertising  and  responding  to  it. 
Table  2  shows  the  exact  wording  of  these  items  as  they  appeared  in  the  1983 
ARI  Survey.  Also  listed  are  the  variable  names  and  labels  from  the  data  base 
(see  Hertbach  8  Elig,  in  preparation).  Remembering  Army  advertising  is 
reported  by  various  media  while  response  methods  are  also  reported  separately. 
Media  recognition  and  response  type  is  looked  at  first  as  a  function  of 
individual  recruit  character i sti cs  (e.g.*  AFQT ,  education*  and  gender).  It  is 
then  examined  in  relationship  to  characteri sti cs  of  the  enlistment 
contract  (e.g.*  Initial  Training  MOS,  Army  College  Fund*  and  contract  date). 
Each  percent  reported  in  the  media  recall  tables  is  to  be  interpreted  as  the 
percent  of  recruits  in  the  column  heading  who  reported  remembering  Army 
advertising  in  the  media  listed  in  the  row  heading*  each  percent  can  be 
subtracted  from  100JC  to  give  the  percent  who  reported  no  memory  of  Army 
advertising  in  that  medium.  Percents  in  the  response  tables  represent  the 
proportion  of  recruits  in  the  column  heading  who  report  they  responded  to  Army 
advertising/promotional  material  in  the  way  listed  in  the  row  heading*  these 


TABLE  2 

MEDIA  RECALL  AND  ADVERTISING  RESPONSE  QUESTIONS 
1983  ARI  SURVEY 


SURVEY  QUESTION 

NUMBER 

LABEL 

Do  you  remember  seeing*  hearing*  or 
advertising  or  promotional  material: 

receiving  any  Army 
(Mark  all  that  a 

ppiy ) 

On  television 

T  1 14 

TELEVISION 

In  magazines 

T 1 14 

MAGAZINE 

On  the  radio 

T  1 14 

RADIO 

In  a  newspaper  (help-wanted  section) 

T 1 14 

NEWSPAPER  (Want-ads) 

In  newspaper  (other  parts) 

T  1 14 

NEWSPAPER  (OTHER) 

In  the  mai 1 

T  1 14 

MAIL 

In  an  Army  recruiting  station 

T 1 14 

RECRUITING  STATION 

At  school 

T 1 14 

AT  SCHOOL 

From  a  friend 

T 1 14 

FRIEND 

None  of  the  Above 

T 1 14 

NONE  OF  THE  ABOVE 

Did  you  ever  respond  to  any  of  these 
advert i sement  s? 

(Mark  all  that  apply) 


by  sending  in  a  card 

T 1 15 

SEND  CARD 

by  calling  a  toll  free  number 

T 1 15 

CALL  TOLL  FREE 

by  contacting  an  Army  recruiter 

T  1 15 

CONTACT  RECRUITER 

None  of  the  Above 

T 1 15 

NONE  OF  THE  ABOVE 

-- 
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percents  can  ba  subtracted  from  100X  to  give  the  percent  of  recruits  Mho 
reported  they  did  not  take  that  action.  The  number  of  recruits  responding  to 
each  individual  question  is  shown  below  the  heading  of  each  table. 

AfftI 


In  Table  3A,  it  can  ba  seen  from  the  TOTAL  column  that  773 (  of  the  Regular 
Army  recruits  in  the  sample  report  remembering  Army  advertising  on  Television 
while  only  1 6 X  remember  Army  advertising  in  Newspapers.  Thus  from  the  TOTAL 
column  we  can  derive  a  rank  ordering  of  overall  media  recall  as  defined  by 
self-reported  memory  of  Army  advertising  by  media.  However*  overall  recall 
may  be  misleading  in  the  sense  that  there  are  significant  differences  in 
recall  reported  by  recruits  in  different  AFQT  categories.  In  the  first  row  we 
can  see  a  general  trend  of  better  recall  as  a  function  of  AFQT  category.  As 
we  would  expect  higher  AFQT  category  people  have  better  memories.  This  trend 
is  statistically  significant  for  seven  of  the  eight  MEDIA/PROVIDERS  OF 
PROMOTIONAL  MATERIAL.  Only  Friends  as  a  provider  of  promotional  material  is 
unrelated  to  AFQT  category.  Since  no  relationship  between  AFQT  category  and 
Friends  as  providers  of  promotional  material  was  found  in  either  82  or  83*  we 
can  confidently  say  that  sharing  of  Army  promotional  material  among  friends  is 
not  predictable  by  AFQT  category. 

As  previously  discussed*  changes  in  the  questions  preclude  direct 
comparison  of  82  and  83  results.  However*  while  tables  for  1982  are  not 
reproduced  here  since  it  would  be  faulty  to  draw  comparisons  on  the  basis  of 
the  raw  percents*  certain  comparisons  can  be  made  for  rank  orders  and  trends. 
(Readers  interested  in  further  information  are  directed  to  Elig  et  al.  (1983) 
for  the  1982  data  tables.)  The  rank  ordering  of  media  on  overall  (TOTAL) 
recall  is  remarkably  similar  for  82  and  83.  The  only  major  change  in  rank 
order  is  that  memory  of  promotional  material  at  Army  recruiting  stations 
dropped  from  second  place  in  82  to  fourth  place  in  83.  Increasing  AFQT  is 
associated  with  better  recall  in  82  as  well  as  in  83.  In  fact  the  unexpected 
finding  in  82  that  lower  AFQT  scores  were  associated  with  better  recall  of 
advertising/promotional  materials  at  school  and  received  in  the  mail  has  been 
reversed  in  83.  This  may  be  due  to  better  targeting  of  material  through  these 
medi a . 


In  Table  3B>  it  can  be  seen  that  the  most  likely  action  of  recruits  in 
response  to  advertising  i s  to  contact  a  recruiter.  Forty-eight  percent  of  the 
recruits  sampled  reported  contacting  a  recruiter.  Thirty-one  percent  reported 
sending  in  a  card.  Lower  AFQT  recruits  are  more  likely  to  call  a  toll-free 
number  or  contact  a  recruiter  than  are  higher  AFQT  applicants.  It  is  possible 
that  lower  AFQT  people  are  more  motivated  to  search  out  information  on  the 
Army  because  of  greater  need  for  a  job  and  or  job  training.  Further  analysis 
of  the  data  should  help  to  clarify  who  calls  or  sends  a  card  in  terms  of  other 
demographic  (e.g.*  education)  and  enlistment  motivation  (e.g.*  reasons  for 
enlistment)  variables. 

AJEfil  JL9  1  Moderator  Variable 

Because  of  the  pervasive  impact  of  AFQT  on  memory  and  because  AFQT  is 
correlated  with  many  other  demographic  variables  it  would  be  possible  to 
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TABLE  3A 


1 1 


PERCENT  RECALL  OF  ARMY  ADVERTISING/PROMOTIONAL  MATERIAL  BY  AFQT 


AFQT 


MEDIA  4A4B  3B  3A  182  TOTAL 


N 

(474) 

(2500) 

(2306) 

(2983)  (8263) 

*  TELEVISION 

62.2 

69.4 

77.2 

84.8 

76.7 

x  MAGAZINE 

43.7 

53.0 

6  1.2 

72.6 

6  1  .8 

X  RADIO 

38.6 

49.8 

57.9 

67.5 

57.8 

x  NEWS PAPER (WANT- ADS) 

12.7 

12.4 

15.3 

20.6 

16 .2 

X  NEWSPAPER (OTHER) 

9.5 

11.3 

13.9 

16.0 

13.6 

X  MAIL 

38.0 

47.0 

48.4 

52.8 

49.0 

X  RECRUITING  STATION 

40.9 

44.9 

51.7 

54.2 

49.9 

x  AT  SCHOOL 

28.9 

40.6 

43.5 

44.4 

42.1 

FRIEND 

24.3 

29.0 

30.8 

28.9 

29.2 

x  NONE  OF  THE  ABOVE 

8.2 

7.4 

5.6 

4.9 

6.0 

Note :  Respondents 

are  NPS  RA 

recruits 

surveyed 

by  the 

1983 

ARI  SURVEY,  item  T114. 


x  O  <  .01 


TABLE  3B 

PROPORTION  RESPONSE  TO  ADVERTISING  BY  AFQT 


AFQT 


RESPONSE  TYPE 

4A4B 

3B 

3A 

182 

TOTAL 

x  SEND  CARD 

20.  1 

33.  1 

31.6 

31.3 

31.3 

x  CALL  TOLL  FREE 

8.7 

7.9 

7.3 

5.4 

6.9 

X  CONTACT  RECRUITER 

56.1 

50.0 

48.3 

44.2 

47.8 

x  NONE  OF  THE  ABOVE 

29.3 

29.4 

34.0 

38.8 

34.1 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY,  i Earn  T 1 15. 


falsely  Interpret  certain  findings.  Say  that  a  demogaphic  variable  like 
education  is  related  to  remembering  TV  advertising.  It  is  possible  that  they 
are  related  only  because  people  with  a  higher  AFQT  are  more  likely  to  graduate 
from  high  school  and  to  remember.  This  is  not  to  say  that  high  school 
graduates  are  not  more  likely  to  remember  TV  advertising;  it  Mould  only 
suggest  that  the  difference  betMeen  graduates  and  non-graduates  is  due  to  AFQT 
differences  and  Me  need  not  look  further  for  an  explanation.  If,  however,  the 
relationship  of  high  school  graduation  and  TV  advertising  memory  is  not 
explanable  just  by  AFQT  then  Me  are  free  to  look  for  other  explanations. 

Other  possible  explanations  include  the  possibilities  that  Army  TV  advertising 
is  more  likely  to  appeal  to  high  school  graduates  and/or  be  on  TV  programs 
high  school  graduates  (or  soon  to  be  graduates)  Match. 

In  order  to  detect  the  possibility  that  AFQT  is  an  underlying  cause  of 
certain  relationships,  multivariate  models  Mere  developed  using  log-linear 
modeling  techniques.  Log-linear  models  are  linear  combinations  of  effects 
(similar  to  ANOVA  models)  Mhich  represent  the  logarithm  of  the  expected  cell 
frequencies.  Log-linear  models  are  discussed  by  Bishop  et  al.  (1975), 

Fienberg  (1977)  and  Plackett  (1974).  Results  of  log-linear  analysis  are 
reported  as  appropriate  for  analyses  of  demographic  variables  related  to  AFQT. 


Education 


With  the  exception  of  newspaper  advertising,  high-school  graduates 
(including  153  respondents  having  education  beyond  the  high-school  diploma) 
remember  all  forms  of  media  advertising  better  than  non-graduates  do.  They 
are  also  more  likely  to  send  in  a  card  as  a  result  of  advertising.  It  should 
be  noted  that  only  the  differences  on  remembering  mail  advertising  and  in 
responding  to  advertising  by  sending  a  card  were  significantly  different  in 
the  1982  results. 


Log-linear  analysis  indicates  that  the  significant  differences  in  Tables 
4A  and  4B  are  over  and  above  Mhat  is  explanable  by  AFQT  differences  between 
high  school  graduates  and  non-graduates.  Thus  better  recall  of  each  media  and 
higher  response  by  sending  card,  while  related  to  AFQT,  are  also  related  to 
high  school  graduation  status  over  and  above  AFQT  differences.  This  indicates 
a  successful  targeting  of  advertising  to  high  school  graduates.  Note  that  the 
biggest  difference  in  media  recall  between  HSDG's  and  NHSG’s  is  in  recall  of 
Mailed  advertising,  the  media  most  directly  and  easily  targeted  to  high  school 
students. 
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TABLE  4A 

PERCENT  RECALL  OF  ARMY  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  EDUCATIONAL  CERTIFICATION 


EDUCATION 


MEDIA  HSDG  NHSG  TOTAL 


N 

(6940) 

(  1323) 

(8263) 

x  TELEVISION 

77.9 

70.5 

76.7 

X  MAGAZINE 

63.6 

52.2 

61.8 

x  RADIO 

59.3 

50.3 

57.8 

NEWSPAPER< WANT-ADS) 

15.9 

17.8 

16.2 

NEWSPAPER! OTHER) 

13.9 

12.  1 

13.6 

x  MAIL 

51.8 

34.2 

49.0 

x  RECRUITING  STATION 

51.3 

42.9 

49.9 

X  AT  SCHOOL 

44.3 

30.5 

42.  1 

x  FROM  FRIEND 

30.1 

24.4 

29.2 

X  NONE  OF  THE  ABOVE 

5.5 

9.0 

6.0 

Respondents  are  NPS  RA 

recruits  surveyed  by 

the  1983 

ARI  SURVEY,  item  T114.  HSDG  includes  post-secondary. 
X  p  <  .01 


TABLE  4B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  EDUCATIONAL  CERTIFICATION 


EDUCATION 


RESPONSE  TYPE 

HSDG 

NHSG 

TOTAL 

X  SEND  CARD 

33.1 

21.6 

31.3 

CALL  TOLL  FREE 

7.1 

5.9 

6.9 

CONTACT  RECRUITER 

47.6 

48.4 

47.8 

X  NONE  OF  THE  ABOVE 

33.4 

37.8 

34.1 

Note!  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY,  item  T115.  HSDG  includes  post-secondary. 
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Racgncy  ftf  Graduation  from  Hi  oh  School 

Recency  of  high  school  graduation  is  examined  in  relation  to  Media  Recall 
and  Response  Type  in  Tables  5A  and  5B.  The  Recency  variable  contrasts  1983 
HSDG's  with  1982  or  earlier  HSDG's,  including  those  with  postsecondary 
education.  Thus,  this  variable  contrasts  the  high  school  senior  market  with 
the  high  school  grad  market.  Recent  high  school  graduates  in  our  sample  are 
significantly  more  likely  to  recall  promotional  material  in  magazines,  radio, 
mail,  recruiting  stations,  at  school  or  from  friends,  than  are  other  recruits. 
Recent  HSDG's  are  also  more  likely  to  respond  to  advertising  by  Sending  a 
Card.  Earlier  grads  are  more  likely  than  83  HSDG's  to  report  Army  advertising 
in  Newspaper  want-ads  or  to  report  no  recall  of  advertising;  they  are  also 
less  likely  to  report  having  taken  some  action  as  a  result  of  advertising. 

The  effects  of  Recency  is  significant  after  removing  the  affect  of  AFQT  for 
all  recall  and  response  items  except  for  recall  of  promotional  material  at 
Army  Recruiting  Stations.  Thus  the  slight  apparent  difference  in  recall  of 
promotional  material  at  Stations  is  probably  the  result  of  AFQT  differences, 
while  the  larger  Senior/Grad  differences  are  probably  the  result  of  market 
targeting  of  advertising  media. 

1982  findings  are  similar  for  Magazines,  Mailings,  At  School,  From 
Friend,  and  for  Sending  a  Card,  thus  increasing  our  confidence  in  the 
stability  of  the  findings  for  these  media. 
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TABLE  5A 

PERCENT  RECALL  OF  ARMY  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  YEAR  OF  HIGH  SCHOOL  GRADUATION 


Note : 


GRADUATION 

MEDIA 

1983 

EARLIER 

TOTAL 

N 

(3813) 

(2569) 

(6382) 

TELEVISION 

78.4 

77.7 

78.1 

X 

MAGAZINE 

66.9 

59.7 

64.0 

X 

RADIO 

6  1.6 

57.1 

59.8 

X 

NEWSPAPER( WANT-ADS) 

13.2 

20.2 

16.0 

NEWSPAPER( OTHER) 

14.1 

13.2 

13.8 

X 

MAIL 

59.7 

40.6 

52.0 

X 

RECRUITING  STATION 

52.5 

50.5 

51.7 

X 

AT  SCHOOL 

53.9 

30.9 

44.7 

X 

FRIEND 

32.5 

26.9 

30.2 

X 

NONE  OF  THE  ABOVE 

4.5 

6.9 

5.5 

Respondents  are  NPS  RA  recruits 

surveyed  by 

the  1983 

ARI  SURVEY,  item  T114. 

*  p  <  .01 

TABLE  5B 

PERCENT  RESPONSE 

TO  ARMY 

ADVERTISING 

BY  YEAR  OF  HIGH 

SCHOOL  i 

GRADUATION 

GRADUATION 

RESPONSE  TYPES 

1983 

EARLIER 

TOTAL 

N 

(3741) 

(2517) 

(6258) 

x  SEND  CARD 

43.7 

18.4 

33.6 

CALL  TOLL  FREE 

7.7 

6.0 

7.0 

CONTACT  RECRUITER 

46.7 

48.7 

47.5 

X  NONE  OF  THE  ABOVE 

28.9 

40.2 

33.5 

Not a :  Respondent*  are  NPS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY,  item  T 1 15 . 

*  e  <  .01 


.  ■ 
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Lui  School  Attendance 

Tha  same  pattern  of  results  is  repeated  in  Tables  6A  and  6B  which  report 
differences  in  Media  Recall  and  Response  by  Last  Fulltime  School  Attendance. 
Further  investigation  should  clarify  whether  these  effects  are  typical  only  of 
high  school  graduates  or  of  all  recent  school  attendees  whether  high  school* 
college*  or  trade  school*  and  whether  graduate  or  nongraduate. 
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TABLE  6A 

PERCENT  RECALL  OF  ARMY  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  LAST  FULLTIME  SCHOOL  ATTENDANCE 


LAST  FULLTIME  SCHOOL 

ATTENDANCE 

LAST 

A- 12 

MORE  THAN 

MEDIA 

3  MOS 

MOS 

12  MOS 

TOTAL 

N  (3938) 

(769) 

(2557) 

(7264) 

TELEVISION 

78.0 

74.6 

77.3 

77.4 

X 

MAGAZINE 

66.5 

58.4 

58.4 

62.8 

X 

RADIO 

60.8 

57.9 

56.2 

58.9 

X 

NEMSPAPER(MANT-ADS) 

13.5 

15.7 

20.7 

16.3 

NEWSPAPER! OTHER) 

14.2 

13.8 

12.4 

13.5 

X 

MAIL 

59.1 

46.9 

36.3 

49.8 

RECRUITING  STATION 

52.4 

48.9 

49.2 

50.9 

X 

AT  SCHOOL 

53.3 

44.0 

26.4 

42.8 

X 

FRIEND 

32.2 

29.3 

25.2 

29.4 

X 

NONE  OF  THE  ABOVE 

4.7 

5.5 

7.6 

5.8 

No La :  Respondents  arm  NPS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY.  Ham  T114. 

M 

ID 

A 

O 

TABLE  6B 

PERCENT 
BY  LAST 

RESPONSE  TO  ARMY  ADVERTISING 

FULLTIME  SCHOOL  ATTENDANCE 

LAST  fULHIME  SCHOOL .AITEMBftNCE 


RESPONSE  TYPE 

N 

LAST 

3  MOS 
(3857) 

4-12 

MOS 

(754) 

MORE  THAN 
12  MOS 
(2504) 

TOTAL 

(7115) 

*  SEND  CARD 

43.2 

24.7 

16.8 

31.9 

CALL  TOLL  FkEE 

7.5 

5.2 

6.4 

6.9 

CONTACT  RECRUITER 

46.9 

48.4 

48.4 

47.6 

x  NONE  OF  THE  ABOVE 

28.8 

37.9 

41. 1 

34.  1 

Respondent*  are  NFS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY,  Ham  T115. 
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Tables  7A  and  78  prtiani  the  recall  of  nodi  a  and  response  methods  by  ago 
of  recruits  at  contracting.  It  is  not  surprising  that  racall  of  advertising 
in  Newspapers  increases  with  age  while  recall  of  Magazine  and  Mail  advertising 
and  promotional  material  at  Recruiting  Stations#  at  School#  and  from  Friends 
all  decrease  with  age.  Current  Army  advertising  policy  targets  advertising  in 
youth  oriented  media.  Likewise#  responding  by  Sending  Card  decreases  with  age 
while  response  by  Contacting  Recruiters  increases.  Mail-in  cards  are  likely 
to  be  targeted  at  younger  age  groups  who  are  also  less  likely  to  take  a  direct 
approach  of  making  contact  with  a  recruiter.  Each  effect  was  also  significant 
in  82  except  for  the  recall  of  radio  advertising.  However#  while  radio  recall 
was  not  significant  in  1982#  it  did  show  the  same  trend  in  reported  recall 
including  the  unusual  dip  in  recall  reported  by  19  year  olds. 


Vi 
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TABLE  7 A 

PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  AGE  AT  CONTRACTING 


AGE  AT  CONTRACTING 


MEDIA 

N 

17 

(3254) 

18 

(  1828) 

19 

(1016) 

20 

(606) 

21-23 

(896) 

24+ 

(563) 

TOTAL 

(8163) 

TELEVISION 

78.3 

74.9 

74.7 

76.2 

76.3 

78.3 

76.7 

X 

MAGAZINE 

67.0 

61.5 

55.7 

58.4 

57.5 

54.4 

61.8 

X 

RADIO 

61.1 

57.7 

51.6 

57.6 

55.6 

52.9 

57.7 

X 

NEWSPAPER (WANT-ADS) 

13.4 

14.6 

15.5 

19.3 

21.0 

26.8 

16. 1 

NEWSPAPER( OTHER) 

14. 1 

14.5 

11.5 

11.2 

14.1 

13.5 

13.6 

X 

MAIL 

58.9 

54.4 

46.6 

38.9 

32.7 

16.7 

49.1 

X 

RECRUITING  STATION 

52.2 

48.7 

47  .6 

50.5 

49.7 

45.3 

EB3 

X 

AT  SCHOOL 

54.3 

47.0 

35.2 

27.6 

24.0 

13.  1 

42.1 

X 

FRIEND 

31.9 

32.1 

27.8 

26.7 

23.  1 

19.2 

29.2 

X 

NONE  OF  THE  ABOVE 

4.8 

4.8 

6.5 

5.6 

9.3 

6.0 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1985 
ARI  SURVEY,  item  T114. 

*  P  <  .01 

TABLE  7B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  AGE  AT  CONTRACTING 


AGE  AT  CONTRACTING 


RESPONSE  TYPE 

17 

18 

19 

20 

21-23 

24+ 

TOTAL 

X  SEND  CARD 

44.4 

33.6 

22.6 

14.6 

14.8 

10.0 

31.4 

CALL  TOLL  FREE 

7.2 

8.0 

5.3 

4.9 

6.6 

7.3 

6.9 

CONTACT  RECRUITER 

46.9 

47.4 

47.2 

47.6 

50.1 

50.6 

47.7 

X  NONE  OF  THE  ABOVE 

27.5 

33.9 

38.2 

43.2 

41.1 

44.0 

34.  1 

Gender 


Effects  of  gandar  on  Media  Recall  and  Response  are  reported  in  Tables  8A 
and  8B.  These  effects  need  to  be  judged  in  relation  to  AFQT  effects  since 
overall,  female  recruits  have  higher  AFQT  scores  than  male  recruits,  at  least 
in  part  because  of  differences  in  enlistment  standards.  Gender  differences 
are  in  the  same  direction  as  differences  expected  on  the  basis  of  AFQT,  the 
one  reversal  being  that  males  report  higher  recall  for  Mail  advertising.  This 
is  certainly  consistent  with  the  marketing  strategy  of  targeting  mailings  to 
males.  For  the  other  media,  gender  differences  are  still  significant  in  the 
log-linear  models  after  the  effects  of  AFQT  are  removed.  Thus  advertising 
targeting  or  gender  differences  in  media  habits  or  attentiveness  to 
advertising  are  needed  as  explanatory  variables  over  and  above  AFQT  to  explain 
differences  in  recall  by  gender.  At  this  time  it  cannot  be  ruled  out  that 
advertising  is  more  important  to  females  enlisting  than  it  i s  to  males.  That 
is,  cultural  and/or  parental  expectations  may  be  more  important  to  males 
enlisting,  with  advertising  serving  to  reinforce  interest  in  the  military  and 
particularly  in  the  Army.  However,  for  females  who  have  few  cultural  or 
parental  incentives  for  enlistment,  advertising  may  be  more  memorable  because 
it  does  not  just  reinforce  the  interest,  it  sparks  the  initial  interest.  Care 
must  be  taken  in  interpreting  gender  differences,  particularly  since  in  1982 
the  only  media  to  show  a  significant  gender  effect  was  Mail. 


TABLE  BA 


Ethnic  Group 

Advertising  Madia  Recall  and  Response  by  different  Ethnic  groups  is 
presented  in  Tables  9A  and  9B.  Differences  in  recall  of  Television  and 
Magazine  advertising!  as  wall  as  receiving  promotional  material  at  Recruiting 
Stations  are  related  to  AFQT.  Ethnic  group  differences  in  these  variables 
disappear  after  removing  the  effects  of  AFQT.  Ethnic  groups  do  differ 
significantly  in  recall  of  Radio  advartising  (p  of  no  difference  <  .05)  and 
Mail  advertising  (p  of  no  difference  <  .01)  after  removing  AFQT.  Self -reports 
of  Sending  Cards,  Calling  Toll  Free  Number,  contacting  Recruiter,  and  None  of 
these  responses  also  differ  by  ethnic  group  (with  probabilities  of  no 
differences  less  than  .001,  .05,  .05,  and  .0001,  respectively,  after  removing 
AFQT  effects). 

It  needs  to  be  reiterated  that  when  an  effect  (for  instance  of  ethnic 
group  and  recall  of  television  advertising)  is  removed  with  the  removal  of 
AFQT,  it  means  that  although  a  real  association  of  ethnic  group  and  recall 
exists,  the  association  may  be  accounted  for  just  by  AFQT  differences. 

Differences  in  Radio  recall  and  responses  by  Toll  Free  Calls  and 
Contacting  Recruiter  are  marginal  after  AFQT  effects  are  removed  in  83  (p  < 
.05)  and  in  1982  these  differences  were  either  nonsi gni f i cant  at  all  or 
nonsignificant  after  AFQT  effects  Mere  removed.  Television  and  magazine 
recall  in  both  82  and  83  were  significant  before  but  not  after  controlling  for 
AFQT.  Mail  recall  and  Response  by  Card  Mere  both  significant  beyond  AFQT  in 
both  82  and  83.  HoMever,  the  direction  of  the  significant  difference  changed 
betMeen  82  and  83.  In  82,  Blacks  had  the  highest  recall  of  Mailed  advertising 
Mhile  the  highest  recall  in  83  Mas  by  Whites.  Since  recall  of  mailed 
advertising  by  Hispanics  Mas  loMest  (of  the  three  groups)  in  each  year, 
language  difficulties  or  perhaps  parental  interception  of  mail  are  possible 
causes  to  be  explored  further.  No  explanation  suggests  itself  for  the  drop  in 
Response  by  Card  for  Hispanics  Mho  Mere  almost  as  likely  to  report  this  action 
as  Blacks  Mere  in  82,  to  the  Iom  rate  to  this  action  reported  by  Hispanics  in 


TABLE  9A 


Term  of  Enl i alaaili 


Th«  associations  of  Term  of  Enlistment  with  Recall  of  Newspaper  Want-ads 
and  Mailed  advertising  (Table  10A)  and  with  Response  by  Card  (Table  10B)  are 
each  significant  after  AFQT  effects  are  removed.  At  this  time  there  is  no 
adequate  explanation  for  these  differences.  Possible  demographic  links  need 
to  be  explored  (e.g.>  longer  enlistment  terms  may  be  more  likely  to  be  chosen 
by  applicants  who  have  been  out  of  work  and  thus  more  likely  to  have  looked  at 
want-ads)  as  does  the  content  of  advertising  by  media  (e.g.»  featurirg  the 
2-year  option  in  mailed  advertising  would  boost  the  number  of  recruits  who 
remember  Mailed  advertising  and  who  enlist  for  2  years). 
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TABLE  1 OA 


PERCENT  RECALL  BY  I-IIIA  POST/HSDG  RECRUITS  OF  ARMY 
ADVERTISING/PROMOTIONAL  MATERIAL  BY  ENLISTMENT  TERM 


MEDIA 

N 

2 

(634) 

TERM 

3 

(1721) 

4 

(2013) 

TOTAL 

(4368) 

K* 

}>\V 

TELEVISION 

82.8 

84.0 

82.3 

83.0 

^  .  k  • 

MAGAZINE 

71.5 

71.6 

68.4 

70.1 

w*. 

RADIO 

65.6 

66.2 

64.4 

65.3 

— * 

X  NEWSPAPER (WANT-ADS) 

15.6 

20.0 

17.3 

18. 1 

NEWSPAPER( OTHER ) 

15.6 

15.6 

15.3 

15.5 

X  MAIL 

59.3 

52.2 

55.3 

54.7 

RECRUITING  STATION 

55.0 

55.9 

54.0 

54.0 

•  ■* 

AT  SCHOOL 

48.3 

46.4 

47.4 

47.2 

FRIEND 

27.1 

31.0 

32.0 

30.9 

‘ 

NONE  OF  THE  ABOVE 

4.4 

4.4 

4.7 

4.5 

•*.*  - 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983 
ARI  SURVEY,  item  T114. 


x  p  <  .01 


TABLE  10B 


PERCENT  RESPONSE  BY  I-IIIA  POST/HSDG  RECRUITS  TO  ARMY  ADVERTISING 

BY  ENLISTMENT  TERM 


RESPONSE  TYPE 

2 

3 

4 

TOTAL 

x  SEND  CARD 

40.2 

32.5 

32.9 

33.8 

CALL  TOLL  FREE 

7.3 

6.2 

6 . 1 

6.3 

CONTACT  RECRUITER 

44.7 

45.9 

46.4 

45.9 

NONE  OF  THE  ABOVE 

31.9 

36.5 

36 .3 

35.8 

No to  *  Respondents  are  NPS  RA  racruits  surveyed  by  the  1983 
ARI  SURVEY,  item  T 115. 


Initial  Training  MQ5. 


Tablas  1 1 A  and  1 1 B  present  Madia  Racall  and  Rasponsa  rates  of  mala 
recruits  in  Combat  (CMF'a  11,  12,  13,  and  19)  and  NonCombat  (all  other)  MOSs. 
None  of  the  differences  are  significant.  Significant  differences  found  for  TV 
advertising  and  Mailed  promotional  material  in  the  82  survey  (Appendix  B)  may 
be  abberations  or  the  effects  may  have  di sappeared  because  of  changes  in  MOS 
selection  or  advert i si ng/promotional  practices. 
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TABLE  1 1A 


PERCENT  RECALL  BY  MALE  RECRUITS  OF  ARMY  ADVERT I SING/PROMOTIONAL  MATERIAL 

BY  COMBAT/NONCOMBAT  MOS 


TRAINING 

MOS 

MEDIA 

NONCOMBAT 

COMBAT 

TOTAL 

N 

15095) 

!2355) 

17450) 

TELEVISION 

75.8 

76.1 

75.9 

MAGAZINE 

60.6 

61.0 

60.8 

RADIO 

56.7 

56.4 

56 .6 

NEWSPAPER! WANT-ADS) 

15.9 

14.5 

15.4 

NEWSPAPER! OTHER) 

13.2 

13.7 

13.4 

MAIL 

49.3 

50.2 

49.6 

RECRUITING  STATION 

48.8 

48.0 

48.6 

AT  SCHOOL 

40.9 

41.9 

41.2 

FRIEND 

29.0 

28.2 

28.7 

NONE  OF  THE  ABOVE 

6.5 

5.4 

6.1 

Respondents  are  NPS  RA 

MALE  recruits  surveyed  by  tl 

ARI  SURVEY,  item  T114. 

Combat  CMFs  are  1 1 

,  12,  13, 

x  p  <  .01 

TABLE  1 1B 

iRCENT  RESPONSE  BY  MALE 

RECRUITS  TO 

ARMY  ADVERTISING 

BY  COMBAT/NONCOMBAT  MOS 

TRAINING 

MOS 

RESPONSE  TYPE 

NONCOMBAT 

COMBAT 

TOTAL 

SEND  CARD 

30.5 

33.2 

31.3 

CALL  TOLL  FREE 

6.7 

7.2 

6.9 

CONTACT  RECRUITER 

48.9 

48.4 

47.4 

NONE  OF  THE  ABOVE 

34.9 

32.2 

34.0 

No to :  Respondents  are  NPS  RA  MALE  recruits  surveyed  by  the  1933 
ARI  SURVEY,  item  T 1 15 .  Combat  CMFs  are  11,  12,  13,  and  19. 


<  .01 


SvvVVvy., 


folil&mani  Incentives 

Two  specific  enlistment  incentives  are  considered  here,  the  Army  College 
Fund  (ACF)  and  Cash  Enlistment  Bonuses,  All  respondents  in  these  tables  are 
candidates  for  the  ACF  and/or  a  cash  bonus  since  they  meet  minimum 
requirements  on  education  (high  school  diploma  graduate),  AFQT  (I-IIIA),  and 
service  status  (no  prior  service).  To  get  ACF  eligibility  or  a  cash  bonus 
they  need  only  contract  for  an  incentive  MOS  for  the  required  term  of 
enlistment  and  for  which  they  are  eligible;  MOS  eligibility  depends  on  gender, 
aptitude  area  scores,  and  in  some  cases  other  special  qualifiers.  ACF 
eligibility  indicates  that  if  the  recruit  contributes  to  the  Veterans 
Education  Assistance  Program  (VEAP)  before  the  end  of  the  term  of  enlistment 
and  if  the  recruit  then  enrolls  in  a  Veterans  Admini stration  approved  program, 
the  government  will  then  credit  the  then  veteran  with  ACF  bonus  money  to  be 
paid  out  with  the  regular  VEAP  payments. 

Tables  t2A  and  12B  show  that  there  are  no  differences  between  ACF 
Eligibles  and  Non-Eligi bles  in  media  recall  or  advertising  response. 

In  Tables  13A  and  13B,  Bonus  Takers  and  Nontakers  are  compared.  The  only 
significant  difference  found  was  that  Nontakers  were  more  likely  to  remember 
promotional  material  at  a  recruiting  station.  This  difference  remains  after 
AFQT  is  removed  (q  of  no  difference  <  .01)  though  the  difference  is  largest 
among  IIIA's  and  smallest  among  I's.  This  difference  cannot  be  explained 
except  by  speculation  that  promotional  materials  in  use  in  recruiting  stations 
may  sell  one  or  more  MOS’s  that  are  not  given  bonuses.  This  result  was  not 
found  in  the  1982  survey. 

Tables  14A  and  14B  present  a  4-way  grouping  of  I-IIIA  recruits  who  took  a 
Cash  Bonus,  Army  College  Fund,  Both,  and  Neither.  The  only  difference  in 
these  tables  (recall  of  Magazine  advertising)  is  related  to  AFQT  differences. 
This  is  in  striking  contrast  to  82  results  in  which  the  bonus  only  group 
reported  significantly  less  advertising  recall  than  did  the  other  groups. 

Since  1982  was  the  first  year  of  ACF  national  implementation,  it  is  not 
surprising  that  the  82  results  showed  that  applicants  less  likely  to  remember 
advertising.  The  1983  results  indicate  that  in  the  second  year  of  ACF 
implementation,  being  in  a  bonus  only  MOS,  ACF  only  MOS,  both  bonus  and  ACF 
MOS,  or  neither  bonus  nor  ACF  MOS  is  unrelated  to  advertising  recall. 

The  current  data  of  course  cannot  be  used  to  say  anything  about  market 
penetration;  these  data  are  not  appropriate  for  judging  how  many  more 
enlistments  could  be  generated  by  more  advertising  of  these  incentives.  An 
applicant  initially  interested  by  advertising  of  a  bonus  or  ACF  may  in  fact 
not  enlist  for  either  of  these  since  he  or  she  may  discover  other  interests  or 
reasons  for  enlistment  while  talking  to  the  recruiter.  And  as  speculated 
above,  promotional  material  in  the  recruiting  station  may  open  other  vistas  to 
the  applicant. 
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TABLE  12A 


PERCENT  RECALL  BY  I-IIIA  POST/HSDG  RECRUITS  OF  ARMY 
ADVERTISING/PROMOTIONAL  MATERIAL  BY  ARMY  COLLEGE  FUND 


ACF 


•NS 


MEDIA 

NONELIGIBLE 

ELIGIBLE 

TOTAL 

*.v.v, 

►  *\%  *.* 

TELEVISION 

82.1 

83.5 

83.0 

>>>>; 

MAGAZINE 

68. 1 

71.0 

70.0 

RADIO 

65.0 

65.4 

65.3 

NEWSPAPER (WANT -ADS) 

18 .  1 

18. 1 

18. 1 

V  *.v 

NEWSPAPERC OTHER) 

13.3 

16.5 

15.5 

•  ■*■.**■ 

MAIL 

52.8 

55.6 

54.6 

*-  *  \  *\ 

RECRUITING  STATION 

56.9 

53.9 

54.9 

.  _  N.  j 

AT  SCHOOL 

46.0 

47.7 

47.1 

FRIEND 

29.9 

31.3 

30.9 

NONE  OF  THE  ABOVE 

4.9 

4.3 

4.5 

^4 

Nota;  Respondents  are  NPS  I-IIIA  HSDG  RA  recruits  surveyed  by  the 
1983  ARI  SURVEY,  item  T 114. 


x  p  <  .01 


TABLE  12B 


-•>> 
>  -“-l 


PERCENT  RESPONSE  BY  I-IIIA  POST/HSDG  RECRUITS  TO  ARMY  IVERTISING 

BY  ARMY  COLLEGE  FUND 


*v  VY 


RESPONSE  TYPE 

ACF 

TOTAL 

*  .  '  .  ' 
y.y. 

-  A  »■' 

NONELIGIBLE 

ELIGIBLE 

SEND  CARD 

33.5 

34.0 

33.9 

- 

CALL  TOLL  FREE 

6.5 

6.2 

6.3 

CONTACT  RECRUITER 

46.1 

45.8 

45.9 

*  ' 

NONE  OF  THE  ABOVE 

35.5 

35.9 

35.8 

Note!  Respondents  are  NPS  I-IIIA  HSDG  RA  recruits  surveyed  by  the 
1983  ARI  SURVEY,  item  T115. 


x  p  <  .01 


S*.v* 

>V* 


'VA  .%  A  l 


TABLE  13A 


w;  r.  r.  ▼'»  «  :  V  ••w*w.w  ■  ■■•  v  »  .  «  -  V"  ■' "  * 


PERCENT  RECALL  BY  I-IIIA  POST/HSDG  RECRUITS  OF  ARMY 
ADVERTISING/PROMOTIONAL  MATERIAL  BY  CASH  ENLISTMENT  BONUS 


BONUS 


MEDIA 

N 

NONTAKER 

(3053) 

TAKER 
(  1317) 

TOTAL 

(4370) 

TELEVISION 

83.3 

82.4 

83.0 

MAGAZINE 

70.9 

68.0 

70.0 

RADIO 

65.8 

64.2 

65.3 

NEWSPAPERC WANT-ADS) 

18.5 

17.3 

18.1 

NEWSPAPERt OTHER) 

15.2 

16 .2 

15.5 

MAIL 

59.6 

54.8 

54.6 

X  RECRUITING  STATION 

56.3 

51.6 

54.9 

AT  SCHOOL 

47.8 

45.7 

47. 1 

FRIEND 

30.7 

31.2 

30.9 

NONE  OF  THE  ABOVE 

4.6 

4.3 

4.5 

Notes  Respondents  are  NPS  I-IIIA  HSDG  RA  recruits  surveyed  b’ 

1983  ARI  SURVEY, 

item  T 1 14 . 

x  p  <  .01 


TABLE  13B 

PERCENT  RESPONSE  BY  I-IIIA  POST/HSDG  RECRUITS  TO  ARMY  ADVERTISING 

BY  CASH  ENLISTMENT  BONUS 


BONUS 


RESPONSE  TYPE 

NONTAKER 

TAKER 

TOTAL 

SEND  CARD 

34.6 

32.  1 

33.9 

CALL  TOLL  FREE 

6.6 

5.7 

6.3 

CONTACT  RECRUITER 

45.6 

46.6 

45.9 

NONE  OF  THE  ABOVE 

35.6 

36.3 

35.8 

Notes  Respondents  are 

NPS  I-IIIA 

HSDG  RA 

recruits  surveyed 

1983  ARI  SURVEY, 

item  T115 

• 

X  p  <  .01 


•-  •>  A 


V- .  -'A  A  V-~.N 


4'  •  ■  ■  ^ 
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QEfifiSAPHIC  REGIONS  /  ABM  RECBUUlMfi  8RI6APES 

Tables  15A  and  15B  present  Madia  Recall  and  Response  Method  reported  by 
recruits  from  the  geographic  regions  covered  by  the  five  US  Army  Recruiting 
Brigades.  Significant  differences  by  Region  appear  for  all  media  except  TV 
and  radio.  Differences  also  appear  in  self~reports  of  response  by  Sending 
Card  and  by  Contacting  Recruiter.  Recall  of  Magazine  advertising  is  the  only 
effect  that  is  explanable  by  AFQT  differences  in  recruits  from  the  five 
Regions;  each  of  the  other  effects  is  significant  (q  <  .01)  after  removing  the 
effect  of  AFQT.  These  effects  await  further  clarification  of  the  role  of 
other  demographics  which  may  be  associated  with  Region  and  media  recall  and/or 
response.  These  analyses  cannot  be  performed  without  taking  into  account 
advertising  expenditures  which  differ  from  Brigade  to  Brigade.  Nor  can  they 
be  performed  without  taking  into  account  such  subtle  factors  as  the  difficulty 
of  obtaining  high  school  student  lists  in  California,  which  certainly 
contributes  to  low  mail  advertising  recall  in  the  Western  Region. 
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TABLE  15A 


Contract  Data 


Tables  16A  and  16 B  prasant  madia  recall  and  response  type  by  fiscal  year 
quarters  FY82-Q4  thru  FY83-Q3.  As  was  found  in  the  82  results,  the  general 
trend  is  for  decreasing  awareness  for  later  quarters.  Me  must  caution  that 
this  is  very  likely  to  be  an  effect  of  people  seeking  information  to  support  a 
decision  they  have  already  made.  Basic  research  in  psychology  suggests  that 
recruits  would  seek  to  reduce  ambiguity  or  cognitive  dissonance  after  the 
decision  to  sign  a  contract  by  seeking  out  advertising  and  paying  attention  to 
commercials  which  support  the  decisions  already  made  in  signing  the  contract. 
The  alternative  explanation  that  advertising  was  having  decreasing  impact 
could  only  be  supported  by  research  measuring  people  at  the  same  point  in  time 
in  the  enlistment  process  (e.g.»  each  person  surveyed  at  the  point  of 
contracting  on  a  regular  basis  for  some  period  of  time). 

Recall  of  Newspaper  Want-ads  reverses  the  trend  and  is  recalled  at  a 
higher  rate  by  individuals  contracting  in  the  latter  two  quarters.  This  same 
trend  was  found  for  Newspaper  advertising  in  1982.  This  effect  could  be 
either  seasonal  or  related  to  differences  between  direct  ships  and  long  DEP 
periods.  Hithout  data  collected  in  other  seasons  of  the  year  we  cannot  rule 
out  the  hypothesis  that  Want-ads  have  their  biggest  impact  in  late  spring  and 
early  summer  as  high  school  seniors  search  the  want-ads  for  a  post -graduation 
job.  However,  until  such  seasonal  data  are  collected,  the  less  complex 
hypothesis  of  DEP  effects  suggests  itself.  It  is  intuitively  reasonable  that 
direct  shipping  or  short  DEP  periods  (time  beween  contracting  and  shipping) 
would  be  chosen  by  applicants  who  are  motivated  by  unemployment  and  thus  the 
most  likely  to  be  reading  the  want-ads. 

Contracting  quarter  is  also  related  to  advertising  response  by  Sending 
Card  or  Contacting  Recruiter.  It  is  highly  likely  that  this  divergence  is 
related  in  part  to  the  fact  that  FY83-Q3  contracted  recruits  in  our  sample  are 
either  direct  ships  or  spent  limited  time  in  DEP.  They  are  likely  to  be 
significantly  different  from  recruits  who  have  spent  3  to  12  months  in  the 
DEP.  Further  analyses  are  planned  on  this  topic.  Seasonality  effects  cannot 
be  supported  nor  ruled  out  until  analyses  of  data  from  other  accession 
quarters  can  be  accomplished. 


35 


TABLE  16A 

PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  CONTRACT  DATE 


FY82 

FY83 

MEDIA 

4TH  Q 

1ST  Q 

2ND  Q 

3RD  Q 

TOTAL 

N 

(1146) 

(1461) 

(3023) 

(2185) 

(7815) 

x  TELEVISION 

79.0 

78.9 

77.3 

73.4 

76.7 

X  MAGAZINE 

69.5 

68.0 

61.1 

54.  1 

61.7 

x  RADIO 

64.4 

62.8 

57.5 

51.7 

57.9 

NEWSPAPER! WANT-ADS) 

14.9 

14.0 

17.2 

17.2 

16.3 

NEWSPAPER (OTHER) 

15.6 

13.6 

13.8 

12.  1 

13.6 

x  MAIL 

61.1 

58.7 

47. 1 

37. 1 

48.5 

x  RECRUITING  STATION 

54.5 

53.0 

49.4 

46.0 

49.9 

x  AT  SCHOOL 

53.3 

55.4 

39.1 

30.3 

41.7 

X  FRIEND 

31.8 

33.8 

28.8 

25.4 

29.2 

x  NONE  OF  THE  ABOVE 

5.2 

4.2 

5.7 

8.0 

6.0 

Note!  Respondents 

ara  NPS  RA  recruits  surveyed  by 

the  1983 

ARI  SURVEY, 

item  T1 14. 

x  c  <  .01 

TABLE 

16B 

PROPORTION  RESPONSE 

TO  ADVERTISING 

BY  CONTRAC 

-  DATE 

FY82 

FY83 

RESPONSE  TYPE 

4TH  0 

1ST  Q 

2ND  Q 

3RD  Q 

TOTAL 

SEND  CARD 

49.1 

38.6 

26.9 

20.6 

30.6 

CALL  TOLL  FREE 

8.1 

6.1 

6.1 

7.4 

6.7 

CONTACT  RECRUITER 

44.5 

44.7 

48.4 

49.2 

47.5 

NONE  OF  THE  ABOVE 

27.0 

32.8 

36.3 

37.9 

34.7 

NoLq :  Respondents  ara  NPS  RA  racruKs  survayad  by  the  1983 
ARI  SURVEY,  item  T115. 

*  a  <  .01 
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SELF-REPORTED  TV  AND  RADIO  HABITS 

In  this  section  mo  examine  self-reported  TV  and  radio  habits  of  Regular 
Army  recruits.  Tables  t7  and  18  show  the  exact  wording  of  the  radio  and  TV 
items*  respectively*  as  they  appeared  in  the  1983  ARI  Survey  (note  that  items 
like  these  were  not  asked  in  82).  Also  listed  are  the  variable  names  and 
labels  from  the  data  base.  To  identify  which  programs  appeal  to  selected 
market  segments*  we  examine  these  self-reported  media  habits  as  a  function  of 
individual  recruit  characteristics  (e.g.*  AFQT,  education*  and  gender). 
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TABLE  17 


SELF-REPORT  ITEMS  FOR  RADIO  LISTENING  IN  THE 


1983  ARI  SURVEY 


SURVEY  QUESTION 


NUMBER  LABEL 


What  type  of  radio  do  you  listen  to? 
(Mark  all  that  apply) 

I  don't  regularly  listen  to  radio 

T140A 

DON'T  LISTEN  TO  RADIO 

FM  at  home 

T140B 

FM  AT  HOME 

FM/Stereo  at  home 

T140C 

FM/STEREO  AT  HOME 

AM  at  home 

T140D 

AM  AT  HOME 

FM  in  the  car 

T140E 

FM  IN  THE  CAR 

FM/Stereo  in  the  car 

T140F 

FM/STEREO  IN  THE  CAR 

AM  in  the  car 

T140G 

AM  IN  THE  CAR 

All  news 

T140H 

ALL  NEWS 

Sports  programming 

T 1401 

SPORTS  PROGRAMMING 

Talk  radio 

T140J 

TALK  RADIO 

What  type  of  music  do  you  listen  to  on 
(Mark  all  that  apply) 

the  radio? 

I  don't  regularly  listen  to  music 
on  the  radio 

T141A 

DON'T  LISTEN  TO  MUSIC 

Country 

T 14  IB 

COUNTRY 

Easy  listening 

T 14  1C 

EASY  LISTENING 

Soul  (or  "Urban-Contemporary") 

T 14  ID 

SOUL 

Pop 

T 14  IE 

POP 

Album  rock 

T 14  IF 

ALBUM  ROCK 

New  wave/Rockabi  Uy/Punk 

T141G 

NEW  WAVE/ROCK. /PUNK 

Hard  rock 

T141H 

HARD  ROCK 

Oldies  (50's  or  60's) 

T141I 

OLDIES  (50*S  OR  60'S) 

Other 

T141J 

OTHER 
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TABLE  18 


SELF-REPORT  ITEMS  FOR  TV  WATCHING  IN  THE 


1983  ARI  SURVEY 


c,v>: 


SURVEY  QUESTION 


NUMBER  LABEL 


Do  you  regularly  wa^ch  these  TV  programs? 

(Mark  all  that  apply) 

I  do  not  regularly  watch  TV 

T137A 

NOT  THESE/NO  REGULAR  TV 

Solid  Gold 

T137B 

SOLID  GOLD 

Soul  Train 

T137C 

SOUL  TRAIN 

American  Bandstand 

T137D 

AMERICAN  BANDSTAND 

Dance  Fever 

T137E 

DANCE  FEVER 

Movies  on  network  TV 

T137F 

MOVIES  ON  NETWORK  TV 

Late  night  programs  like  Saturday  Night  Live 

T137G 

LIKE  SAT.  NIGHT  LIVE 

Cable  TV  programming 

T137H 

CABLE  TV  PROGRAMS 

Nightly  network  news 

T 1371 

NIGHTLY  NETWORK  NEWS 

Local  news 

T 137  J 

LOCAL  NEWS 

Do  you  regularly  watch  these  TV  sports  programs? 

(Mark  all  that  apply) 

I  do  not  regularly  watch  TV  sports  programs 

T138A 

NO  REGULAR  TV  SPORTS 

Pro  bowling 

T138B 

PRO  BOWLING 

NFL  football — regular  season  games 

T138C 

NFL  SEASON  GAMES 

Major  league  baseball — regular  season  games 

T138D 

BASEBALL  SEASON  GAMES 

NFL  playoffs  and  Super  Bowl 

T138E 

PLAYOFFS/SUPER  BOWL 

College  football 

T138F 

COLLEGE  FOOTBALL 

Baseball  playoffs  and  World  Series 

T138G 

PLAYOFFS/WORLD  SERIES 

NBA  basketball 

T138H 

NBA  BASKETBALL 

College  basketball 

T 1381 

COLLEGE  BASKETBALL 

NHL  hockey 

T  138  J 

NHL  HOCKEY 

Do  you  regularly  watch  these  TV  sports  programs? 

(Mark  all  that  apply) 

I  do  not  regularly  watch  TV  sports  programs 

T139A 

NO  REGULAR  TV  SPORTS 

Wide  World  of  Sports  (ABC) 

T139B 

WIDE  WORLD  OF  SPORTS 

Sports  World  (NBC) 

T139C 

SPORTS  WORLD 

Sports  Sunday  (CBS) 

T139D 

SPORTS  SUNDAY 

Sports  Saturday  (CBS) 

T139E 

SPORTS  SATURDAY 

Monday  Night  Football  (ABC) 

T139F 

MONDAY  NIGHT  FOOTBALL 

WTBS  (Turner  Broadcasting  System) 

T139G 

WTBS  (TURNER  SYSTEM) 

ESPN  (29  hour  cable  sports) 

T139H 

ESPN  (CABLE  SPORTS) 

USA  Network  Sports 

T 1391 

USA  NETWORK  SPORTS 

Self-reported  media  habits  are  also  examined  in  relationship  to 
characteristics  of  the  enlistment  contract  (e.g.#  Initial  Training  MOS,  Army 
College  Fund*  and  contract  date).  Two  tables  are  presented  for  each  recruit 
or  contract  characteristic#  one  table  for  TV  habits  and  one  for  radio  habits. 
Tables  in  Appendix  D  report  the  same  data  organized  to  show  the  audience  by 
recruit  characteristics. 

Each  percent  reported  in  the  media  habits  tables  can  be  interpreted  as 
the  percent  of  recruits  in  the  column  heading  who  reported  regularly  watching 
or  listenting  to  the  program  (or  type  of  programming)  listed  in  the  row 
heading;  each  percent  can  be  subtracted  from  100X  to  give  the  percent  who  may 
be  considered  as  not  regularly  watching  or  listening  to  that  program  (or  type 
of  programming).  Me  are  counting  anyone  who  does  not  mark  a  particular 
program  but  does  mark  one  or  more  other  responses  in  that  question  as  not 
considering  themselves  to  be  regular  watchers  or  listeners  of  that  particular 
program.  It  must  be  kept  in  mind  that  these  are  self-reports  and  furthermore 
that  recruits  supplied  their  own  definition  of  "regularly".  The  survey  gave 
no  definition  of  "regularly". 

It  is  even  possible  that  recruits  would  set  a  different  standard  for 
"regularly"  for  different  questions.  For  example#  a  recruit  might  find  the 
one#  two#  or  three  most  regularly  watched  (or  listened  to)  programs  in  each 
question  and  mark  those  without  carrying  over  the  definition  to  other 
questions.  Therefore  care  must  be  taken  in  comparing  programs  or  programming 
types  from  one  item  to  the  next  item.  This  may  also  have  happened  because  of 
item  wording.  Since  item  T137  did  not  contain  sports  nor  public  TV 
programming  nor  certain  other  programming  types#  certain  recruits  may  have 
been  forced  to  either  mark  "I  do  not  regularly  watch  TV"  or  mark  a  program 
that  they  would  not  otherwise  indicate  as  regularly  watched.  For  instance# 
this  question  is  difficult  to  answer  if  the  only  programming  you  regularly 
watch  on  TV  is  sports.  At  this  time  we  do  not  know  how  likely  it  is  that  this 
item  is  effected  by  this  problem#  either  in  inflating  the  "no  TV"  responses  or 
one  or  more  programming  responses.  We  do  not  feel  that  the  other  TV  and  Radio 
items  are  likely  to  suffer  from  this  problem.  If  a  recruit  regularly  watches 
any  TV  sports  there  should  be  at  least  one  program  or  programming  to  mark  in 
each  of  the  other  TV  items.  Exceptions  for  item  T138  would  be  someone  who 
only  watches  PGA  golf  or  only  tennis#  etc.  Exceptions  for  item  T139  would  be 
someone  who  doesn't  recognize  the  network  or  program  name  or  cable  outlet. 

For  the  radio  items#  problems  are  very  unlikely.  For  item  T140  a  possible 
exception  would  be  someone  who  only  listens  to  the  radio  outside  a  car  or 
home#  only  at  school  or  work  perhaps.  There  are  no  exceptions  for  item  T141 
since  a  response  of  "Other"  was  included. 

Care  must  also  be  taken  in  how  we  interpret  recruits'  reading  of  other 
aspects  of  the  questions.  Whi le  directed  to  "Mark  all  that  apply",  recruits 
did  not  always  seem  to  mark  all  that  apply.  For  instance#  while  "FM  at  home" 
logically  includes  "FM/Stereo  at  home"  it  is  marked  much  less  frequently  than 
the  specific  (FM  Stereo)  category  is  marked#  many  recruits  appear  to  interpret 
"FM  at  home”  to  mean  "FM — but  not  Stereo — at  home".  It  is  also  possible  that 
while  the  question  asks  about  radio#  that  the  particular  response  "FM/Stereo 
at  home"  was  rei nterpreted  by  some  to  mean  "FM  radio  or  Stereo  records  or 
Stereo  tapes".  Recruits  may  also  not  apply  the  same  labels  to  radio 
programming  that  a  professional  would  apply. 
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A  final  cautionary  note  about  those  items  involves  their  position  in  the 
survey  forms.  As  can  be  seen  in  Appendix  A,  the  TV  and  radio  items  appear  in 
the  last  quarter  of  one  survey  (items  124-128  of  the  160  items  in  Form  C)  and 
are  the  last  items  in  another  form  (items  154-158  in  Form  A).  It  is  quite 
possible  that  with  a  survey  of  this  length  that  completion  of  the  survey  is 
related  to  personality  characteristics  such  as  diligence  or  resistance  to 
frustration.  It  i s  also  possible  that  some  degree  of  carelessness  may  result 
from  the  survey  length.  These  problems  should  not  be  overstated*  however.  As 
the  results  to  be  presented  indicate*  the  recruits  responses  match  known 
effects  (e.g.*  ethnic  differences  in  music  preference)  to  such  an  extent  that 
we  are  confident  of  the  reliability  of  the  other  effects  detected.  What  we  do 
want  to  caution  about  is  the  exactness  of  the  percents  reported.  As  with  any 
measurement  there  is  some  error  and  the  "true"  proportion  of  the  population 
listening  to  a  program  is  measured  more  or  less  accurately.  Because  of 
fatigue*  items  at  the  end  of  a  long  survey  are  probably  not  as  accurate  as  the 
items  at  the  beginning. 

Overall  Results 

In  Table  19*  it  can  be  seen  from  the  TOTAL  column  that  69%  of  the  Regular 

Army  recruits  in  the  sample  report  regularly  listening  to  FM/Stereo  at  home 

while  45%  listen  to  FM/Stereo  in  the  car.  Only  12%  listen  to  AM  regularly* 
while  FM  is  listened  to  by  28%  at  home  and  by  18%  in  the  car.  Non-music  radio 
is  infrequently  (5%  or  less)  reported  while  only  4%  say  they  do  not  listen 
regularly  to  some  type  of  music  on  the  radio.  Album  rock  and  hard  rock  (each 
36%)  are  the  most  popular  of  the  types  of  music  asked  about.  Easy  listening* 
new  wave/rockabilly/punk*  and  oldies  are  the  least  popular  of  those  asked 
about.  Thus  from  the  TOTAL  column  we  can  derive  rank  orderings  of  several 
aspects  of  the  radio  listening  patterns  of  the  NPS  RA  recruits  in  the  83 
survey. 

In  Table  20*  it  can  be  seen  from  the  TOTAL  column  that  31%  of  the  Regular 

Army  recruits  in  the  sample  report  that  they  do  not  regularly  watch  TV  or  at 

least  that  they  do  not  regularly  watch  the  programs  or  programming  types  asked 
about.  Solid  Gold  is  the  most  popular  of  the  music  and  dance  programs.  Among 
programming  types  in  T137*  network  movies  and  cable  TV  programs  are  equally 
popular  at  34%-35%.  Neither  are  as  popular  as  the  sports  programs  listed  in 
the  next  two  items.  However*  remember  that  comparisons  across  items  between 
programming  types  may  not  be  accurate.  It  may  not  be  accurate  to  compare 
music  programming  to  other  programming  types  like  network  movies  since  TV 
music  programming  is  represented  in  the  survey  by  several  specific  programs 
while  network  movies  are  presented  as  a  general  category. 

Comparisons  may  be  more  reliably  made  among  TV  sports.  Football  outdraws 
baseball  and  basketball*  which  in  turn  outdraw  bowling  and  hockey.  For 
football  and  basketball*  the  professionals  outdraw  college  games.  The 
popularity  of  football  is  also  seen  in  item  T139  where  Monday  Night  Football 
is  tied  with  the  most  reported  general  sports  program*  Hide  World  of  Sports. 
NFL  season  games  are  more  regularly  watched  than  the  playoffs  and  superbowl* 
this  does  not  neccessarily  translate  to  each  season  game  being  watched  more 
than  each  playoff  and  Super  Bowl  game.  For  this  comparison  and  all  others  it 
must  be  remembered  that  "regularly"  is  defined  by  each  recruit  for  each 
response. 
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As  can  be  seen  in  Tablas  19  and  20  there  ara  many  diffarancas  in  the 
listening  and  viewing  habits  of  different  ethnic  groups  of  recruits.  Any 
analysis  of  listening  and  viewing  habits  must  take  into  account  the  magnitude 
of  differences  found.  While  some  of  the  significant  differences  in  these 
Tables  are  based  on  differences  of  a  few  percentage  points*  other  differences 
are  much  greater  in  magnitude.  Blacks  are  3  times  as  likely  as  Whites  to 
listen  to  AM  radio  in  a  car  (24. 6%  vs.  8.5%).  Blacks  are  8  times  as  likely  as 
whites  to  listen  to  soul  music  on  the  radio  (80%  vs  10%);  they  are  also  more 
than  twice  as  likely  to  listen  to  soul  than  are  Hispanics  or  Others  (80%  vs. 
30%  and  28%,  respectively).  Whites  are  3  times  as  likely  as  Blacks  to  listen 
to  country  music  (31%  vs.  8.5%),  twice  as  likely  to  listen  to  album  rock  (41% 
vs.  17%),  and  4  times  as  likely  to  listen  to  hard  rock  (44%  vs.  10%). 

Big  differences  are  also  found  in  TV  viewing.  Blacks  are  twice  as  likely 
as  Whites  to  watch  either  Solid  Gold  or  American  Bandstand  (36%  vs.  16%  and 
19%  vs.  9%,  respectively)*  4  times  as  likely  to  watch  Dance  Fever  (21%  vs. 

5%)*  and  10  times  as  likely  to  watch  Soul  Train  (44%  vs.  4%).  Blacks  are 
twice  as  likely  as  Hispanics  or  Others  to  watch  Dance  Fever  or  American 
Bandstand  and  4  times  as  likely  to  watch  Soul  Train.  Whites*  Hispanics*  and 
Others  are  twice  as  likely  to  say  that  they  do  not  watch  sports  on  TV  as  are 
Blacks  (approximately  40%  vs.  20%*  see  Table  20).  Blacks  are  as  likely  or 
more  likely  than  Whites*  Hispanics*  or  Others  to  watch  each  sport  and  sport 
program  measured  except  for  NHL  hockey*  which  they  are  the  least  likely  to 
watch.  The  largest  difference  in  sports  programming  is  that  Blacks  are  twice 
as  likely  as  Whites*  Hispanics*  or  Others  to  watch  basketball*  both  NBA  and 
college. 

With  differences  as  large  as  the  ones  just  described  it  is  not  surprising 
that  there  are  differences  between  ethnic  groups  in  the  TOTAL  rankings 
described  earlier.  One  set  of  rankings  which  change  only  in  a  minor  way  is 
that  of  broadcast  band  and  place  of  listening.  Overall  AM  listening  is 
reported  by  recruits  to  be  equal  in  the  cars  and  at  home*  however*  listening 
at  home  and  in  the  car  is  not  equal  by  ethnic  group.  Blacks  and  Others  listen 
to  AM  more  at  home  than  in  the  car,  the  reverse  is  true  for  Whites  and 
Hispanics.  In  fact  Hispanics  are  more  likely  to  listen  to  AM  in  the  car  than 

either  of  the  other  two  broadcast  bands.  Music  preference  differs  greatly  by 

ethnic  group  as  we  have  seen.  Among  the  largest  ethnic  group  differences  from 
the  TOTAL  rankings  are;  a)  soul  is  first  ranked  for  Blacks  for  whom  the  first 
ranked  TOTAL  choice*  hard  rock*  is  next  to  the  least  preferred*  b)  easy 
listening  is  tied  for  first  for  Others  though  it  is  among  the  least  prefered 
overall*  and  c)  Hispanics  are  3  times  as  likely  to  listen  to  soul  as  Whites 
are,  but  are  also  almost  3  times  as  likely  as  Blacks  to  listen  to  country 
musi c . 

We  want  to  draw  attention  to  two  of  the  changes  in  rankings  of  TV 

programs  by  ethnic  groups.  Among  the  music  programs  on  TV  which  we  asked 

about*  Blacks  prefer  Soul  Train  while  Whites*  Hispanics*  and  Others  prefer 
Solid  Gold.  Professional  football  is  more  regularly  watched  by  each  ethnic 
group  than  is  any  other  sport  we  asked  about;  beyond  this*  the  rankings 
differ  sharply  between  ethnic  groups.  For  instance*  Whites  prefer  baseball  to 
basketball;  while  Blacks*  Hispanics*  and  Others  prefer  basketball  to  baseball 
(note  that  baseball  itself  is  unrelated  to  ethnic  group*  the  differences  are 
in  basketball). 
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While  effects  of  a  character! sti c  like  ethnic  group  are  most  clearly  seen 
in  terms  of  the  percents  of  given  characteristic  who  Match  or  listen  to 
programs*  it  is  also  sometimes  helpful  to  see  the  composition  of  a  program's 
audience.  In  Appendix  D,  Me  present  Mhat  Me  call  audience  shares;  that  is*  of 
those  Mho  reported  that  they  regularly  Match  a  program*  Mhat  percent  are 
White*  Black*  Hispanic*  or  Other.  These  percents  are  of  course  controlled  by 
Mho  is  in  the  sample  and  can  only  be  judged  in  relationship  to  the  composition 
of  the  recruits  Mho  ansMered  the  item.  These  audience  shares  can  be  useful  in 
gaining  an  understanding  of  certain  relationships.  For  instance*  Mhile  only  a 
small  percent  of  Whites  listen  to  Soul  music*  30^  of  the  recruit  audience  for 
Soul  Train  is  White.  This  30X  is  of  course  much  smaller  than  the  7AX  of  the 
recruit  sample  Mho  are  White  (Table  D-1). 

Ethnic  Group  u  4  Moderator  Variable 

Because  of  the  very  large  effect  of  ethnic  group  on  TV  and  radio 
preferences*  the  effect  of  other  demographic  variables  on  media  preferences 
must  be  assessed  taking  ethnic  group  effects  into  account.  In  order  to 
control  for  the  effects  that  ethnic  group  might  have  on  the  relationships 
found  betMeen  media  preferences  and  other  demographics*  multivariate  models 
Mere  developed  using  log~linear  modeling  techniques.  Results  of  these 
log-linear  analyses  are  reported  as  appropriate.  Separate  tables  for  Whites 
and  Blacks  have  been  prepared  and  appear  in  Appendix  C  for  the  media  habits  of 
each  demographic  variable  discussed  in  this  chapter.  Note  that  the 
probability  level  set  for  Blacks  in  these  tables  is  .05,  rather  than  the  .01 
used  for  Whites.  This  Mas  done  to  maintain  some  equivalence  in  the  poMer  to 
detect  a  true  effect.  Because  the  n  size  for  Whites  is  3  times  as  large  as  it 
is  for  Blacks,  if  the  significant  p  size  is  kept  the  same,  then  it  Mould  be 
much  easier  to  detect  a  significant  effect  for  Whites  than  for  Blacks.  By 
setting  a  lower  p  size  for  Blacks  than  for  Whites*  however*  we  do  run  a 
greater  risk  of  discovering  a  chance  effect  for  Blacks  than  for  Whites. 
Separate  tables  have  not  been  prepared  for  Hispanics  and  Others  because  of  the 
small  number  of  each  in  the  sample  of  recruits. 

Pender 

Although  gender  was  less  influential  than  was  ethnic  group  identification 
on  television  viewing  and  radio  listening  habits*  men  and  women  reported 
marked  differences  in  their  viewing  and  listening  preferences.  Generally* 
males  were  twice  as  likely  to  view  or  listen  to  sports  programming*  while 
females  reported  a  higher  frequency  of  watching  TV  musical  programs  and 
listening  to  most  types  of  music  available  on  radio  (Tables  21  and  22).  These 
differences  are  moderated  in  part  by  ethnic  group  identification  (Tables  C-3 
and  C-4,  Appendix  C). 

Of  the  17  sports  programs  that  the  recruits  rated*  8  were  selected  at 
least  twice  as  frequently  by  men  than  by  women.  Except  for  NBA  and  College 
basketball*  for  each  of  which  Black  women  reported  a  higher  proportion  of 
viewing  than  did  White  men*  women  never  reported  higher  proportion  of  sports 
viewing  than  did  men. 

Other  program  viewing  habits  do  not  show  as  dramatic  a  gender  difference 
as  do  the  TV  sports  items*  and  the  other  items  that  do  show  a  difference  are 


TABLE  21 


TV  SELF-REPORTS  BY  GENDER 


GENDER 

PROGRAMS 

MALE  FEMALE 

ITEM  T 137  n= 

4831 

NOT  THESE/NO  REGULAR  TV 

30.9 

X 

SOLID  GOLD 

19.4 

SOUL  TRAIN 

12.4 

X 

AMERICAN  BANDSTAND 

10.5 

X 

DANCE  FEVER 

7.5 

X 

MOVIES  ON  NETWORK  TV 

33.7 

LIKE  SAT.  NIGHT  LIVE 

30.3 

CABLE  TV  PROGRAMS 

34.9 

NIGHTLY  NETWORK  NEWS 

23.9 

LOCAL  NEWS 

32.3 

ITEM  T 138  n= 

4810 

X 

NO  REGULAR  TV  SPORTS 

32.2 

X 

PRO  BOWLING 

12.7 

X 

NFL  SEASON  GAMES 

52.9 

X 

PLAYOFFS/'SUPERBOWL 

29.3 

X 

COLLEGE  FOOTBALL 

46.2 

X 

BASEBALL  SEASON  GAMES 

30.5 

X 

PLAYOFFS/WORLD  SERIES 

31.9 

X 

NBA  BASKETBALL 

30.8 

X 

COLLEGE  BASKETBALL 

26.7 

X 

NHL  HOCKEY 

12.5 

ITEM  T139  ns 

4785 

X 

NO  REGULAR  TV  SPORTS 

34.0 

X 

WIDE  WORLD  OF  SPORTS 

38.6 

X 

SPORTS  WORLD 

29.4 

X 

SPORTS  SUNDAY 

28.7 

X 

SPORTS  SATURDAY 

23.4 

X 

MONDAY  NIGHT  FOOTBALL 

39.9 

X 

WTBS  (TURNER  SYSTEM) 

12.6 

X 

ESPN  (CABLE  SPORTS) 

22.8 

X 

USA  NETWORK  SPORTS 

12.5 

Nota»  Respondent*  ara  NPS  RA  racruU*  mu  rv  ay  ad  by  tha  1983  ARI  Survey 

K  d  <  .01 


usually  moderated  by  ethnic  group  differences.  Anong  these  other  programs* 
only  Dance  Fever  is  Matched  by  significantly  more  uomen  than  men  among  both 
Blacks  and  Hhites.  Programs  like  Saturday  Night  Live  is  an  unusual  item  in 
that  there  are  no  overall  gender  or  ethnic  differences  though  there  is  a  three 
May  interaction.  White  men  like  this  type  of  program  more  than  White  women; 
Black  women  like  this  programming  more  than  Black  men. 

Most  of  the  differences  in  radio  listening  overall  (Table  22)  are  the 
result  of  differences  betMeen  Mhite  men  and  women.  The  gender  differences 
among  Blacks  are  significant  only  for  FM  At  Home  and  for  Easy  Listening*  Pop* 


TABLE  22 

RADIO  SELF-REPORTS  BY  GENDER 


GENDER 


PROGRAMS 

MALE 

FEMALE 

TOTAL 

ITEM  T 140  n= 

4819 

525 

5344 

DON'T  LISTEN  TO  RADIO 

6.2 

4.6 

6.0 

X 

FM  AT  HOME 

26.8 

38.9 

28.0 

FM/ STEREO  AT  HOME 

68.1 

73.  1 

68.6 

X 

AM  AT  HOME 

11.7 

15.6 

12.  1 

FM  IN  THE  CAR 

18.  1 

22.3 

18.5 

FM/STEREO  IN  THE  CAR 

44.8 

45.3 

44.9 

X 

AM  IN  THE  CAR 

11.5 

19.6 

12.3 

ALL  NEWS 

3.5 

3.6 

3.5 

X 

SPORTS  PROGRAMMING 

i.4 

2.3 

5. 1 

TALK  RADIO 

3.3 

4.6 

3.4 

ITEM  T 14 1  n= 

4810 

522 

5332 

DON'T  LISTEN  TO  MUSIC 

4.1 

2.7 

4.0 

X 

COUNTRY 

24.9 

34.3 

25.8 

X 

EASY  LISTENING 

19.8 

31.8 

21.0 

X 

SOUL 

23.0 

30.3 

23.7 

X 

POP 

27.9 

41.0 

29. 1 

ALBUM  ROCK 

35.6 

35.8 

35.6 

X 

NEW  WAVE/ROCK ./PUNK 

19.5 

30.1 

20.5 

X 

HARD  ROCK 

37.8 

26.4 

36.7 

X 

OLDIES  (50 'S  OR  60'S) 

19.4 

28.2 

20.3 

X 

OTHER 

11.7 

17.4 

12.3 

Note;  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


48 


major  exception.  Note  that  sports  like  College  football  are  as  popular  with 
Black  NHSGs  as  they  are  with  Black  HSDGs  (Tables  C-7  and  C-8).  In  a 
significant  3  way  interaction  from  the  log-linear  model*  NFL  Payoffs  are  more 
popular  with  HSDGs  among  Whites  while  they  are  more  popular  with  NHSGs  among 
Blacks. 

More  NHSG  Blacks  listen  to  Hard  Rock.  Oldies,  and  Other  music  than  do 
HSDG  Blacks  (Table  C-8);  of  these,  only  Hard  Rock  shows  the  same  effect  among 
Whites  (Table  C-5).  About  10%  of  Whites  regularly  listen  to  Soul  music 
irrespective  of  high  school  graduation  status.  The  significant  difference 
that  appears  in  Table  23  for  Soul  music  holds  for  Blacks  only.  AM  radio  in 
the  car  is  more  regularly  listened  to  by  HSDGs  than  NHSGs  among  both  Whites 
and  Blacks,  though  the  effect  of  education  is  not  significant  among  Blacks. 

FM  and  FM/Stereo  are  more  regularly  listened  to  than  AM  of  course,  among  both 
Blacks  and  Whites,  and  HSDGs  and  NHSGs. 


Because  of  the  strength  of  the  gender  and  ethnic  group  effects  and  to 
clearly  focus  on  the  prime  recruiting  market  of  male  HSDGs.  the  relationship 
of  AFQT  and  media  habits  is  looked  at  both  for  the  TOTAL  sample  and  for  male 
HSDGs.  including  those  with  postsecondary  education.  Tables  25  and  26  present 
TV  viewing  patterns  by  AFQT  for  the  total  sample  and  for  male  POST/HSDGs; 
Tables  C-11.  C-12.  C-15,  and  C-16  present  the  White  and  Black  subsamples. 
Watching  Nightly  Network  News  and  Programs  Like  Saturday  Night  Live  increases 
in  the  Total  sample  and  among  Male  HSDGs  with  increasing  AFQT.  These  effects 
are  found  in  both  Blacks  and  Whites.  Among  Whites,  watching  music  programs  on 
TV  decreases  with  AFQT  (Tables  C-11  and  C-15).  while  among  Blacks  the 
probability  of  watching  these  programs  peaks  at  category  IIIA  and  drops 
sharpely  for  categories  I  and  II  (Tables  C-12  and  C-14). 

The  probability  of  watching  games  on  TV  tends  to  increase  with  AFQT. 
while  the  probability  of  watching  general  sports  network  programming  decreases 
with  AFQT  increase.  Category  IIIAs  are  usually  the  most  likely  among  Blacks 
to  watch  while  the  Is  and  IIs  are  among  the  least  likely  of  Blacks  to  watch. 
Among  male  HSDGs  in  general  and  Whites  in  particular,  viewing  College 
Football.  Basball  Season  Games  and  Playoffs,  and  College  Basketball  increases 
with  increasing  AFQT.  Ethnic  group  differences  in  watching  NBA  Basketball 
distorts  the  relationship  seen  in  Tables  27  and  28;  neither  among  Whites  nor 
Blacks  is  there  a  relationship  of  NBA  Basketball  and  AFQT. 

Tables  27  and  28  present  radio  listening  by  AFQT  for  the  total  sample  and 
for  male  POST/HSDGs;  Tables  C-9,  C-10,  C-13,  and  C-14  present  the  White  and 
Black  subsamples.  In  all  of  these  ways  of  looking  at  the  data,  the 
probability  that  a  recruit  reports  regularly  listening  to  FM/Stereo  at  home  or 
in  the  car  increases  with  increasing  AFQT.  The  use  of  FM  at  home  and  in  the 
car  is  usually  lowest  among  categories  I  and  II.  though  this  effect  does  not 
reach  statistical  significance.  Reported  listening  to  AM  in  the  car  tends  to 
increase  with  AFQT.  though  not  significantly  for  Blacks  or  overall.  AM 
listening  at  home  decreases  significantly  for  Black  male  HSDGs.  and  among 
Blacks  in  general  it  is  lowest  for  categories  I  and  II;  these  effects  for  AM 
at  home  are  not  found  among  Whites. 
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PROGRAMS 


POST 


KSDG 


ITEM  T137  n=  139 

NOT  THESE/NO  REGULAR  TV  34.5 
x  SOLID  GOLD  12.9 

SOUL  TRAIN  10. 1 

x  AMERICAN  BANDSTAND  4.3 

DANCE  FEVER  7.9 

X  MOVIES  ON  NETWORK  TV  27.3 

x  LIKE  SAT.  NIGHT  LIVE  23.7 

CABLE  TV  PROGRAMS  37.4 

NIGHTLY  NETWORK  NEWS  32.4 

LOCAL  NEWS  39.6 

ITEM  T 138  n=  137 


NO  REGULAR  TV  SPORTS 
PRO  BOWLING 
x  NFL  SEASON  GAMES 
PLAYOFFS/SUPERBOWL 
x  COLLEGE  FOOTBALL 
X  BASEBALL  SEASON  GAMES 
X  PLAYOFFS/WORLD  SERIES 
X  NBA  BASKETBALL 
x  COLLEGE  BASKETBALL 
NHL  HOCKEY 


ITEM  T 139 


NO  REGULAR  TV  SPORTS 
WIDE  WORLD  OF  SPORTS 
SPORTS  WORLD 
SPORTS  SUNDAY 
SPORTS  SATURDAY 
MONDAY  NIGHT  FOOTBALL 
WTBS  (TURNER  SYSTEM) 
ESPN  (CABLE  SPORTS) 
USA  NETWORK  SPORTS 


Note •  Respondents  era  NPS  RA  recruits  survayad  by  the  1983  ARI  Survey 
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Except  for  Country  and  Soul  music/  music  listening  increases  with  AFQT. 
Listening  to  country  music  decreases  with  AFQT  among  both  Blacks  and  Whites/ 
particularly  among  male  HSDGs.  Note  that  female  recruits/  Mho  have  higher 
AFQT  entry  score  requirements/  are  more  likely  than  males  to  prefer  Country 
music;  thus  obscuring  the  relationship  of  Country  music  and  AFQT  in  the  total 
sample  (Table  27).  Soul  music  appears  to  be  related  to  AFQT  in  Tables  27  and 
28;  however/  these  Tables  present  a  false  picture.  AFQT  is  not  related  to 
listening  to  Soul  music  among  Whites  (Tables  C-9  and  C-13),  while  among  Blacks 
(Tables  C-10  and  C-14)  listening  to  Soul  music  increases  with  AFQT. 


TABLE  27 

RADIO  SELF-REPORTS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

182 

TOTAL 

ITEM  T 140  n= 

295 

1650 

1489 

1910 

5344 

DON’T  LISTEN  TO  RADIO 

7.8 

6.3 

5.9 

5.7 

6.0 

FM  AT  HOME 

29.5 

30.3 

30.0 

24.2 

FM/STEREO  AT  HOME 

57.6 

64.  1 

69.0 

74.0 

68.6 

AM  AT  HOME 

14.2 

14.4 

12.4 

9.4 

12.  1 

FM  IN  THE  CAR 

18.0 

19.2 

19.9 

16.9 

18.5 

FM/STEREO  IN  THE  CAR 

33.2 

38.7 

43.7 

52.9 

44.9 

AM  IN  THE  CAR 

7.8 

11.9 

12.5 

13.2 

12.3 

ALL  NEHS 

3.7 

2.9 

3.0 

4.5 

3.5 

SPORTS  PROGRAMMING 

2.7 

5.3 

4.5 

5.9 

5.  1 

TALK  RADIO 

3.1 

3.0 

3.4 

3.8 

3.4 

ITEM  T 14 1  n= 

295 

1648 

1482 

1907 

5332 

DON’T  LISTEN  TO  MUSIC 

7.  1 

3.8 

4.2 

3.5 

4.0 

COUNTRY 

23.4 

24.8 

27.7 

25.5 

25.8 

EASY  LISTENING 

17.6 

18.5 

22.5 

22.4 

21.0 

SOUL 

38.3 

31.7 

22.6 

15.5 

23.7 

POP 

18.3 

23.3 

29.8 

35.4 

29.1 

ALBUM  ROCK 

22.7 

28.5 

35.7 

43.7 

35.6 

NEW  WAVE/ROCK. /PUNK 

11.9 

18.6 

19.4 

24.3 

20.5 

HARD  ROCK 

20.7 

30.3 

37.9 

43.7 

36.7 

OLDIES  (50’S  OR  60’S) 

11.9 

17.2 

21.2 

23.5 

20.3 

OTHER 

10.8 

10.5 

12.2 

14.1 

12.3 

Note ■  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey - 

*  p  <  .01 
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Recency  of  Graduation  from  Hiph  School 

The  Army  directs  its  advertising  to  a  quality  market  of  high  school 
seniors.  Those  who  graduated  from  high  school  in  1983  and  thus  enlisted 
during  their  senior  year  or  just  after  it>  may  be  qualitatively  different  in 
terms  of  the  types  of  TV  and  radio  programs  they  enjoy.  The  differences 
between  1983  graduates  and  those  who  graduated  prior  to  1983  are  shown  in 
Tables  29  and  30>  and  separately  for  Whites  and  Blacks  in  Tables  C-17  and 
C- 18 . 


TABLE  28 


RADIO  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

1&2 

TOTAL 

ITEM  T 140  n= 

284 

1320 

932 

1431 

3967 

DON’T  LISTEN  TO  RADIO 

8.1 

6.0 

5.5 

5.9 

6.0 

FM  AT  HOME 

29.9 

29.9 

28.5 

22.8 

27.0 

FM/STEREO  AT  HOME 

57.4 

64.1 

68.8 

73.6 

68.1 

AM  AT  HOME 

14.1 

15.2 

11.5 

8.7 

11.9 

FM  IN  THE  CAR 

18.7 

19.4 

20.7 

16.6 

18.6 

FM/STEREO  IN  THE  CAR 

33.  1 

38.2 

44.7 

54.6 

45.3 

AM  IN  THE  CAR 

8. 1 

1 1.9 

12.3 

12.8 

12.0 

ALL  NEWS 

3.9 

2.9 

2.8 

5.0 

3.7 

SPORTS  PROGRAMMING 

2.8 

6 . 0 

4.9 

6.8 

5.8 

TALK  RADIO 

3.2 

3.2 

2.8 

3.7 

3.3 

ITEM  T 14 1  n= 

285 

1318 

928 

1433 

3964 

DON’T  LISTEN  TO  MUSIC 

6.7 

3.6 

3.7 

3.6 

3.8 

COUNTRY 

23.5 

24.3 

27.9 

24.4 

25.  1 

EASY  LISTENING 

17.5 

18.  1 

23.2 

20.7 

20.2 

SOUL 

39.6 

31.9 

23.  1 

14.0 

23.9 

POP 

18.9 

22.7 

30.4 

35.0 

28.7 

ALBUM  ROCK 

22.8 

27.7 

38  .  1 

44.3 

35.8 

NEW  WAVE/ROCK. /PUNK 

12.3 

18.3 

20.3 

23.6 

20.2 

HARD  ROCK 

19.6 

30.  1 

38.3 

44. 1 

36.3 

OLDIES  (50’S  OR  60’S) 

11.9 

16.3 

19.9 

21.6 

18.8 

OTHER 

10.9 

9.4 

12.4 

12.9 

11.5 

Note !  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

*  p  <  .01 
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The  effects  in  Tables  29  and  30  are  also  apparent  in  the  ethnic  group 
breakdowns  (Tables  C-17  and  C-18),  only  the  significance  levels  change. 
Earlier  graduates  listen  to  less  music  in  general .  Earlier  graduates  in 
particular  listen  to  less  Hard  Rock  and  to  more  Oldies  and  Other  music. 
Earlier  graduates  are  less  likely  to  watch  music  programs  on  TV,  but  are  no 
different  in  their  likelihood  of  watching  sports  on  TV. 


TABLE  29 

RADIO  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS 
BY  YEAR  OF  HIGH  SCHOOL  GRADUATION 


GRADUATION 


PROGRAMS 


1983  EARLIER  TOTAL 


Note !  Respondents  are  NPS  RA  recruits  surveyed 
by  the  1983  ARI  Survey. 

X  p  <  .01 


1  'r  V  V  .**  ^  .  -  ,*•  *.  , *.  . 


TABLE  30 


TV  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS 
BY  YEAR  OF  HIGH  SCHOOL  GRADUATION 


GRADUATION 


PROGRAMS 

1983 

EARLIER 

TOTAL 

ITEM  T 137  n= 

2179 

1340 

3519 

NOT  THESE/NO  REGULAR  TV 

29.1 

32.5 

30.4 

x  SOLID  GOLD 

21. 1 

17.5 

19.7 

SOUL  TRAIN 

13.2 

11.6 

12.6 

x  AMERICAN  BANDSTAND 

12. 1 

9.1 

10.9 

DANCE  FEVER 

8.  1 

6.9 

7.6 

x  MOVIES  ON  NETWORK  TV 

36.9 

32.6 

35.2 

LIKE  SAT.  NIGHT  LIVE 

32.7 

29.3 

31.4 

CABLE  TV  PROGRAMS 

36.2 

35.7 

36.0 

NIGHTLY  NETWORK  NEWS 

24.0 

26.7 

25.0 

LOCAL  NEWS 

34.0 

32.8 

33.5 

ITEM  T 138  n= 

2164 

1337 

3501 

NO  REGULAR  TV  SPORTS 

30.5 

32.  1 

31.1 

PRO  BOWLING 

12.4 

12.9 

12.6 

NFL  SEASON  GAMES 

55.5 

54.2 

55.0 

PLAYOFFS/SUPERBOWL 

30.8 

28.9 

30.1 

COLLEGE  FOOTBALL 

49.4 

47.4 

48.6 

BASEBALL  SEASON  GAMES 

32.1 

34.0 

32.8 

PLAYOFFS/WORLD  SERIES 

33.5 

34.4 

33.8 

NBA  BASKETBALL 

32.5 

32.5 

32.5 

COLLEGE  BASKETBALL 

27.6 

29.3 

28.3 

NHL  HOCKEY 

12.8 

13.2 

12.9 

ITEM  T 139  n= 

2160 

1330 

3490 

NO  REGULAR  TV  SPORTS 

32.4 

33.8 

32.9 

WIDE  WORLD  OF  SPORTS 

38.8 

40.2 

39.4 

SPORTS  WORLD 

31.2 

29.9 

30.7 

SPORTS  SUNDAY 

29.9 

29.5 

29.7 

SPORTS  SATURDAY 

24.0 

23.9 

24.0 

MONDAY  NIGHT  FOOTBALL 

41.3 

42.0 

41.6 

WTBS  (TURNER  SYSTEM) 

12.3 

14.5 

13.2 

ESPN  (CABLE  SPORTS) 

22.3 

24.9 

23.3 

USA  NETWORK  SPORTS 

13.1 

12.9 

13.0 

No -to :  Respondents  are  NPS  RA  recruits  surveyed 
by  the  1983  ARI  Survey. 

X  a  <  .01 


As  noted  above,  the  Army  directs  its  advertising  to  the  high  school 
senior  market.  Those  Mho  graduated  from  high  school  in  1983  Mould  generally 
tend  to  be  younger,  so  Me  Mould  expect  to  see  some  of  the  same  effects  for 
recency  of  graduation  and  age  at  contracting.  The  differences  in  vieMing  and 
listening  habits  by  age  are  shoMn  in  Tables  31  and  32,  and  separately  for 
Whites  and  Blacks  in  Tables  C-27  to  C-34. 


TABLE  31 

RADIO  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

TOTAL 

ITEM  T 140  n= 

1669 

867 

457 

272 

407 

259 

3931 

X  DON'T  LISTEN  TO  RADIO 

4.7 

5.5 

5.5 

6.3 

7.4 

11.6 

5.8 

FM  AT  HOME 

27.4 

27.2 

25.6 

25.0 

28.3 

28.2 

27.1 

x  FM/STEREO  AT  HOME 

71.6 

66.8 

69.1 

65.4 

63.4 

58.7 

68.1 

AM  AT  HOME 

12.3 

12.8 

11.6 

11.4 

9.8 

11.2 

12.0 

FM  IN  THE  CAR 

18.0 

17.5 

18.2 

19.5 

22.9 

19.5 

18.6 

X  FM/STEREO  IN  THE  CAR 

48.5 

43.8 

46.2 

41.2 

42.8 

39.0 

45.5 

AM  IN  THE  CAR 

13.4 

12.3 

9.0 

8.5 

10.6 

13.9 

12.  1 

X  ALL  NEWS 

3.0 

2.8 

3.9 

3.7 

6.4 

7.3 

3.7 

SPORTS  PROGRAMMING 

5.5 

4.7 

6.3 

4.8 

8.1 

8.5 

5.8 

x  TALK  RADIO 

2.0 

4.3 

2.8 

2.9 

5.4 

6.2 

3.3 

ITEM  T 14 1  n= 

1669 

868 

454 

274 

404 

259 

3928 

X  DON'T  LISTEN  TO  MUSIC 

2.8 

3.7 

2.9 

4.7 

6.4 

6.9 

3.8 

COUNTRY 

24.1 

25.3 

22.7 

29.2 

28.0 

27.4 

25.2 

x  EASY  LISTENING 

17.0 

21.2 

18.1 

23.0 

26.5 

29.3 

20.2 

SOUL 

21.9 

23.6 

24.9 

28.1 

26.5 

28.6 

24.0 

POP 

30.8 

26.2 

25.6 

24.5 

32.2 

29.3 

28.8 

ALBUM  ROCK 

36.7 

35.3 

36.3 

36.9 

35.1 

31.7 

35.9 

NEW  WAVE/ ROCK. /PUNK 

21.9 

18.5 

19.8 

19.7 

20.0 

15.  1 

20.1 

x  HARD  ROCK 

39.0 

40.1 

33.7 

35.8 

28.0 

23.2 

36.2 

x  OLDIES  <50'S  OR  60'SJf 

17.7 

17.1 

17.4 

20.1 

21.8 

26.6 

18.7 

X  OTHER 

9.8 

10.8 

8.6 

9.9 

16 . 1 

23.6 

11.5 

57 


TABLE  32 


TV  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 

PROGRAMS 

17 

18  19  20  21-23 

24+ 

TOTAL 

ITEM  T 137  n  = 

1675 

869 

452 

275 

410 

259 

3940 

NOT  THESE/NO  REGULAR  TV 

27.5 

32.7 

30.8 

30.9 

36.3 

30.5 

30.4 

SOLID  GOLD 

21.1 

19.9 

19.7 

17.8 

19.5 

13.9 

19.8 

SOUL  TRAIN 

13.0 

13.3 

13.3 

12.7 

12.4 

10.0 

12.8 

AMERICAN  BANDSTAND 

12.0 

11.2 

10.4 

8.7 

11.0 

5.4 

10.9 

DANCE  FEVER 

7.8 

8.7 

6.4 

7.6 

8.0 

6.2 

7.7 

MOVIES  ON  NETWORK  TV 

38.1 

32.2 

33.8 

33.5 

32.4 

32.0 

35.0 

LIKE  SAT.  NIGHT  LIVE 

35.0 

29.3 

31.4 

27.6 

28.3 

22.8 

31.3 

CABLE  TV  PROGRAMS 

36.2 

34.1 

35.6 

33.5 

36.8 

38.2 

35.7 

NIGHTLY  NETWORK  NEWS 

22.7 

22.9 

22.1 

25.8 

29.0 

35.5 

24.4 

LOCAL  NEWS 

34.4 

29.5 

27.4 

32.4 

36.8 

40.2 

33.0 

ITEM  T 138  n= 

1671 

861 

446 

274 

407 

260 

3919 

NO  REGULAR  TV  SPORTS 

30.0 

32.4 

27.6 

26.6 

38.1 

33.  1 

31.1 

PRO  BOWLING 

12.4 

10.8 

13.2 

14.2 

14.0 

11.2 

12.4 

NFL  SEASON  GAMES 

55.7 

53.4 

56.7 

60.9 

48.6 

51.2 

54.6 

PLAYOFFS/SUPERBOWL 

31.7 

28.6 

29.4 

28.1 

28.7 

30.8 

30.1 

COLLEGE  FOOTBALL 

49.0 

46.5 

45.5 

54.4 

44.0 

48.1 

47.8 

BASEBALL  SEASON  GAMES 

32.3 

28.9 

34.5 

38.0 

34.9 

31.5 

32.4 

PLAYOFFS/WORLD  SERIES 

33.3 

30.8 

34.3 

34.3 

34.9 

36.5 

33.3 

NBA  BASKETBALL 

32.0 

30.2 

33.6 

35.4 

32.9 

34.6 

32.3 

COLLEGE  BASKETBALL 

27.6 

25.8 

28.0 

33.6 

30.7 

30.0 

28.2 

NHL  HOCKEY 

13.3 

11.7 

12.8 

12.8 

14.0 

10.0 

12.7 

ITEM  T 139  n= 

1660 

861 

449 

270 

406 

259 

3905 

NO  REGULAR  TV  SPORTS 

32.3 

35.  1 

27.8 

26.3 

36.7 

36.3 

32.7 

WIDE  WORLD  OF  SPORTS 

39.6 

35.7 

43.4 

44.  1 

38.9 

37.8 

39.3 

SPORTS  WORLD 

30.2 

28.6 

33.9 

30.4 

30.5 

28.6 

30.2 

SPORTS  SUNDAY 

28.7 

28.2 

35.0 

29.6 

29.1 

27.4 

29.3 

SPORTS  SATURDAY 

23.3 

22.1 

28.5 

23.3 

24.9 

22.8 

23.7 

MONDAY  NIGHT  FOOTBALL 

40.4 

40.1 

43.9 

43.3 

42.1 

41.3 

41.2 

WTBS  (TURNER  SYSTEM) 

12.0 

11.1 

15.4 

14.1 

16.7 

15.8 

13.  1 

ESPN  (CABLE  SPORTS) 

22.  1 

22.8 

26.7 

26.3 

25.  1 

25.  1 

23.6 

USA  NETWORK  SPORTS 

12.0 

12.1 

13.4 

13.3 

14.5 

13.9 

12.7 

Note =  Respondents  ara  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

*  C  <  .01 


Tables  for  Blacks  by  ago  must  be  interpreted  cautiously  because  of  the 
small  number  of  Blacks  over  19  years  of  age  in  the  survey  sample. 

Geographic  Regions  /  Army  Recruiting  firigad« 

Tables  33  and  34  present  radio  listening  by  regions  of  the  country 
corresponding  to  the  recruiting  brigades  for  male  HSDGs*  including  those  with 
postsecondary  education.  Tables  C-19  to  C-22  and  C-23  to  C-26  present  the 
White  and  Black  male  POST/HSDGs  subsamples  and  the  total  White  and  Black 


TABLE  33 

RADIO  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS  BY  REGION 


REGION 


PROGRAMS 


ITEM  T 140  n= 

DON'T  LISTEN  TO  RADIO 
FM  AT  HOME 
FM/ STEREO  AT  HOME 
x  AM  AT  HOME 
FM  IN  THE  CAR 
FM/STEREO  IN  THE  CAR 
X  AM  IN  THE  CAR 
ALL  NEWS 

SPORTS  PROGRAMMING 
TALK  RADIO 

ITEM  T 14 1  n= 

DON'T  LISTEN  TO  MUSIC 
X  COUNTRY 

EASY  LISTENING 
x  SOUL 
POP 

ALBUM  ROCK 

X  NEW  WAVE/ROCK. /PUNK 
X  HARD  ROCK 

X  OLDIES  (50'S  OR  60'S) 
X  OTHER 


NE 

SE 

SW 

773 

883 

656 

6.2 

6.6 

5.9 

24.6 

28.7 

27.0 

71.0 

67.4 

64.5 

7.9 

16.4 

12.5 

17.3 

20.5 

21.2 

45.8 

44.8 

44.2 

7.5 

12.5 

13.  1 

3.1 

3.5 

3.5 

6.7 

6.2 

4.1 

3.2 

2.4 

3.2 

765 

884 

654 

4.3 

4.3 

3.4 

19.2 

23.4 

32.0 

18.3 

19.3 

19.9 

21.3 

35.7 

27.8 

24.7 

32.4 

28.9 

36.7 

31.7 

38.7 

19.1 

18.9 

22.0 

40.1 

27.3 

35.3 

20.0 

16.7 

16 .7 

14.  1 

11.5 

8.9 

MW 

WEST 

TOTAL 

1111 

538 

3961 

5.5 

5.8 

6.0 

26.3 

29.6 

27.0 

70.4 

65.  1 

68.  1 

9.9 

13.9 

11.9 

17.4 

16.9 

18.6 

47.6 

42.0 

45.3 

12.0 

16.7 

12.0 

4.1 

4.3 

3.7 

6.2 

5.2 

5.8 

3.4 

4.6 

3.3 

1115 

540 

3958 

3.2 

4.3 

3.8 

26.9 

24.4 

25.  1 

20.0 

25.0 

20.2 

16.6 

18.5 

23.9 

28.8 

28.0 

28.7 

36.4 

36.3 

35.8 

18.3 

25.9 

20.2 

40.6 

38.1 

36.3 

17.9 

24.8 

18.8 

9.8 

14.3 

11.5 

No to :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


TABLE  34 


TV  SELF-REPORTS  OF  MALE  POSVHSDG  RECRUITS  BY  REGION 


REGION 

PROGRAMS 

NE 

SE 

SW 

ITEM  T 137  n= 

7 

NOT  THESE/NO  REGULAR 

TV  32 

X 

SOLID  GOLD 

16 

X 

SOUL  TRAIN 

10 

X 

AMERICAN  BANDSTAND 

6 

X 

DANCE  FEVER 

6 

MOVIES  ON  NETWORK  TV 

34 

LIKE  SAT.  NIGHT  LIVE 

35 

CABLE  TV  PROGRAMS 

34 

NIGHTLY  NETWORK  NEWS 

24 

LOCAL  NEWS 

31 

ITEM  T 138 


X 

NO  REGULAR  TV  SPORTS 

31 

X 

PRO  BOWLING 

12 

NFL  SEASON  GAMES 

53 

X 

PLAYOFFS/SUPERBOWL 

32 

COLLEGE  FOOTBALL 

47 

BASEBALL  SEASON  GAMES 

31 

X 

PLAYOFFS/WORLD  SERIES 

35 

X 

NBA  BASKETBALL 

34 

X 

COLLEGE  BASKETBALL 

26 

X 

NHL  HOCKEY 

22 

ITEM  T 139 


NO  REGULAR  TV  SPORTS 
WIDE  WORLD  OF  SPORTS 
SPORTS  WORLD 
SPORTS  SUNDAY 
SPORTS  SATURDAY 
MONDAY  NIGHT  FOOTBALL 
*  WTBS  (TURNER  SYSTEM) 
ESPN  (CABLE  SPORTS) 
USA  NETWORK  SPORTS 


Not a :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


samples*  respect i vely .  Because  in  our  sample  the  percentage  of  recruits  who 
are  Black  differs  so  much  from  region  to  region*  particular  care  should  be 
taken  in  looking  at  overall  regional  differences.  The  southeast  in  particular 
is  heavily  influenced  by  having  405C  Black  recruits.  Interpretation  of 
regional  effects  should  also  be  made  after  inspecting  audience  shares  in 
Tables  D-19  to  D-26*  which  are  based  on  row  columns. 

Some  of  the  TV  programs  listed  in  the  survey*  e.g.*  Solid  Gold*  Soul 
Train*  American  Bandstand*  and  Dance  Fever*  are  more  popular  in  the 
Southeastern  and  Southwestern  states  than  in  the  other  parts  of  the  country. 
However*  population  demographics  interact  as  already  noted  with  geography  and 
viewing  habits.  For  example*  the  highest  percent  of  Blacks  who  watch  Solid 
Gold  (4350  are  from  the  Southeast*  but  the  highest  percent  of  Whites  who  watch 
that  program  are  from  the  Midwest  (1850.  This  pattern  of  3  way  interactions 
is  also  apparent  for  radio.  For  example*  the  highest  percentage  of  Blacks  who 
reported  that  they  regularly  listen  to  Hard  Rock  are  in  the  Southeast  (1550, 
while  the  highest  percent  of  Hard  Rock  fans  among  Whites  are  in  the  Northeast 
(4850. 


TV  COMMERCIAL  RECOGNITION  AND  RATING 

In  this  section  we  briefly  examine  recognition  by  Regular  Army  recruits 
of  selected  Army  TV  commercials.  Table  35  shows  the  exact  wording  of  the 
items  as  they  appeared  in  the  (983  ARI  Survey  (note  that  items  like  these  were 
worded  differently  in  82).  Also  listed  are  the  variable  names  and  labels  from 
the  data  base. 


TABLE  35 

TV  COMMERCIAL  RECOGNITION  AND  RATING  ITEMS  IN  THE 
1983  ARI  SURVEY 


SURVEY  QUESTION 


NUMBER  LABEL 


.r 

o'-.'V" 


Some  of  the  commercials  described  in  the 
next  column  [of  the  questionnaire]  have  been 
seen  on  TV,  some  have  not.  Please  use  the 
following  scale  to  tell  us  if  you  have  seen  each 
commercial  and  how  it  impressed  you? 

Mark  A  if  vou  do  NOT  remember  seeing  it. 

1 

Not  remembered 

Mark  B  if  vou  disliked  it  or  it  gave  you  a  bad 
imoression  of  the  Armv. 

2 

Disliked 

Mark  C  if  vou  remember  seeina  it  but  it  didn't 
imoress  vou  much 

3 

Didn't  impress 

Mark  D  if  it  was  important  in  vour  decision  to 
contact  a  recruiter  or  enlist. 

4 

Important 

Mark  E  if  you  WOULD  NOT  HAVE  CONTACTED  AN  ARMY 
RECRUITER  OR  ENLISTED  HAD  I  NOT  SEEN 
THIS  COMMERCIAL. 

5 

Important 

(combined  with  above 
for  this  report) 

Army  soldier  repairing  a  computer. 

T120 

COMPUTERS  PLUS 

Army  specialist  demonstrating  one  of  Army's 
new  Laser  tanks. 

T 12 1 

LASER  TANK 

An  Army  soldier  finds  his  old  girlfriend  at 
a  drive-in  with  another  guy. 

T 122 

DRIVE-IN  (RESERVE 
COMMERCIAL) 

An  Army  soldier  training  in  one  of  the 

Army's  newest  aircraft  carriers. 

T 123 

"ARMY  AIRCRAFT  CARRIER" 

TABLE  35  (continued) 


High  school  graduates  doing  a  variety  of 
things  in  the  Army.  Language  training, 
working  with  a  microscope,  getting 
promoted. 


T 124  OLD  THEME  SPOT 


Soldier  fixing  a  helicopter;  then  taking  it 
up  for  a  check  flight  over  Germany. 

Army  soldier  learning  to  fly  a  helicopter. 


T  125  CHECK  FLIGHT 


T 126  HIGH  SCHOOL  TO  FLIGHT 
SCHOOL 


A  father  and  son  discussing  an  Army 
enlistment  bonus. 


T 127  FATHER  AND  SON  (RESERVE 
COMMERCIAL ) 


Army  Ranger  parachuting,  jumping  from  a 
helicopter  into  a  river,  coming  home  to  see 
parents. 


T 128  RANGER  PRIDE 


Female  air  traffic  controller  bringing  in  a 
helicopter  in  bad  weather. 

Army  recruiter  showing/telling  prospective 
enlistees  what  jobs  are  available  using 
video  display. 

The  start  of  a  day  on  an  Army  post . 

Squad  on  night  patrol  is  guided  back  to 
vehicle  by  soldier  using  night  vision 
devices. 


T 129  VISIBILITY  POOR 


T130  DEP  CHOICES 


T131  MODERN  CITY 


T 132  BRADLEY 


Infantryman  running  through  forest  and 
crossing  stream  on  rope  bridge. 

Scenes  of  soldiers  running,  riding  in 
tanks,  parachuting  and  marching  while  voice 
tells  about  Army  College  Fund. 

List  of  people  who  went  to  college  using 
Army  benefits. 


T  133  INFANTRY  (WORDING  2) 


T 134  GOOD  COMPANY 


T 135  SUPER  PEOPLE  REVIEW 


Army  platoon  completing  a  training  drill  in 
jungle  surroundings. 


T 136  INFANTRY  (WORDING  1) 


3 
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As  can  be  seen  in  Table  35,  the  respondents  are  asked  more  than  if  they 
simply  recognize  the  commercial.  They  are  asked  also  to  give  an  affective 
reaction  to  commercials  that  they  do  recognize.  Me  expected  that  this  Mould 
increase  the  usefulness  of  the  information  collected.  It  was  also  hoped  that 
this  Mould  force  someone  Mho  is  uncertain  to  mark  'not  remembered*  rather  than 
give  a  rating  to  a  commercial  that  they  are  not  sure  that  they  recognize.  The 
increased  complexity  in  the  measurement  scale*  however,  has  increased  the 
difficulty  of  interpretation . 

Table  36  presents  overall  results  of  the  commercial  recognition  items. 
Frequencies  and  cumulative  frequencies  are  included  in  this  Table  to  indicate 
sample  size.  Percentages  indicate  the  relative  popularity  of  each  response 
for  each  commercial.  For  each  commercial*  cumulative  percentages  can  be  read 
down  the  column  to  indicate  the  cumulative  rating  as  the  less  favorable 
ratings  are  added  in.  For  instance*  because  the  percentage  of  recruits  rating 
a  commercial  "VERY  IMPORTANT"  never  varies  from  2%  to  3*,  this  rating  is  not 
very  useful.  A  more  useful  measure  is  the  total  of  "IMPORTANT"  and  "VERY 
IMPORTANT"  given  in  this  table  in  the  cumulative  percent  column  and 
"IMPORTANT"  row.  The  cumulative  percent  in  the  "DISLIKED"  ro m  is  one  measure 
of  recognition  because  it  is  the  percent  of  recruits  Mho  indicate  they 
recognize  a  commercial  by  giving  it  an  affective  rating.  HoMever*  recruits 
Mho  were  vague  on  recognizing  a  commercial  may  have  marked  the  "NOT  IMPRESSED" 
response  rather  than  the  "NOT  REMEMBERED"  as  had  been  intended.  Therefore* 
one  possible  set  of  indicators  Mhich  can  be  derived  from  these  measures  are 
(1)  cumulative  percent  at  "IMPORTANT"  as  a  measure  of  favorableness*  (2) 
cumulative  percent  at  "DISLIKED"  as  a  measure  of  recognition*  and  (3)  percent 
at  "DISLIKED"  as  a  measure  of  negative  reaction. 


TABLE  36 

COMMERCIAL  RECOGNITION  AND  RATING 

i  _ 

I 


CUMULATIVE  CUMULATIVE 

FREQUENCY  FREQUENCY  PERCENT  PERCENT 


COMPUTERS  PLUS  CT120) 


LASER  TANK  (T121) 


VERY  IMPORTANT 

153 

153 

2.710 

2.710 

IMPORTANT 

729 

882 

12.914 

15.624 

DIDN'T  IMPRESS 

2353 

3235 

41.683 

57.307 

DISLIKED 

181 

3416 

3.206 

60.514 

NOT  REMEMBERED 

1) 

VERY  IMPORTANT 

2229 

5645 

39.486 

100.000 

175 

175 

3.  102 

3.  102 

IMPORTANT 

1 113 

1288 

19.727 

22.829 

DIDN'T  IMPRESS 

2215 

3503 

39.259 

62.088 

DISLIKED 

242 

3745 

4.289 

66.377 

NOT  REMEMBERED 


1897 


5662 


33.623 


100.000 


TABLE  36  (continued) 


COMMERCIAL  RECOGNITION  AND  RATING 


CUMULATIVE  CUMULATIVE 

FREQUENCY  FREQUENCY  PERCENT  PERCENT 


DRIVE-IN  (RESERVE)  (T122) 


VERY  IMPORTANT 

146 

146 

2.590 

2.590 

IMPORTANT 

176 

322 

3.  123 

5.713 

DIDN'T  IMPRESS 

522 

844 

9.262 

14.975 

DISLIKED 

448 

1292 

7.949 

22.924 

NOT  REMEMBERED 

4344 

5636 

77.076 

100.000 

"AIRCRAFT  CARRIER"  (T123) 

VERY  IMPORTANT 

135 

135 

2.394 

2.394 

IMPORTANT 

576 

711 

10.213 

12.606 

DIDN'T  IMPRESS 

1 184 

1895 

20.993 

33.599 

DISLIKED 

207 

2102 

3.670 

37.270 

NOT  REMEMBERED 

3538 

5640 

62.730 

100.000 

OLD  THEME  SPOT  CT124) 

VERY  IMPORTANT 

150 

150 

2.662 

2.662 

IMPORTANT 

883 

1033 

15.670 

18.332 

DIDN'T  IMPRESS 

1477 

2510 

26.211 

44.543 

DISLIKED 

228 

2738 

4.046 

48.589 

NOT  REMEMBERED 

2897 

5635 

51.411 

100.000 

CHECK  FLIGHT  (T125) 

VERY  IMPORTANT 

155 

155 

2.759 

2.759 

IMPORTANT 

778 

933 

13.848 

16.607 

DIDN'T  IMPRESS 

1192 

2125 

21.218 

37.825 

DISLIKED 

194 

2319 

3.453 

41.278 

NOT  REMEMBERED 

3299 

5618 

58.722 

100.000 

FLIGHT  SCHOOL  (T126) 

VERY  IMPORTANT 

175 

175 

3.  129 

3.129 

IMPORTANT 

988 

1163 

17.668 

20.798 

DIDN'T  IMPRESS 

16  12 

2775 

28.827 

49.624 

DISLIKED 

216 

2991 

3.863 

53.487 

NOT  REMEMBERED 

2601 

5592 

46.513 

100.000 

TABLE  36  (continued) 


COMMERCIAL  RECOGNITION  AND  RATING 


CUMULATIVE  CUMULATIVE 

FREQUENCY  FREQUENCY  PERCENT  PERCENT 


FATHER  AND  SON  (RESERVE)  (T127) 

VERY  IMPORTANT 

132 

132 

2.343 

2.343 

IMPORTANT 

428 

56  0 

7.597 

9.940 

DIDN'T  IMPRESS 

955 

1515 

16.951 

26.890 

DISLIKED 

225 

1740 

3.994 

30.884 

NOT  REMEMBERED 

3894 

5634 

69. 1 16 

100.000 

RANGER  PRIDE  (T128) 

VERY  IMPORTANT 

261 

261 

4.606 

4.606 

IMPORTANT 

1190 

1451 

20.999 

25.604 

DIDN'T  IMPRESS 

1495 

2946 

26.381 

51.985 

DISLIKED 

232 

3178 

4.094 

56.079 

NOT  REMEMBERED 

2489 

5667 

43.921 

100.000 

VISIBILITY  POOR  (T129) 

VERY  IMPORTANT 

174 

174 

3.071 

3.071 

IMPORTANT 

999 

1173 

17.631 

20.702 

DIDN'T  IMPRESS 

2498 

3671 

44.088 

64.790 

DISLIKED 

280 

3951 

4.942 

69.732 

NOT  REMEMBERED 

1715 

5666 

30.268 

100.000 

DEP  CHOICES  (T 130) 

VERY  IMPORTANT 

130 

130 

2.299 

2.299 

IMPORTANT 

473 

603 

8.366 

10.665 

DIDN'T  IMPRESS 

1028 

1631 

18. 182 

28.847 

DISLIKED 

274 

1905 

4.846 

33.693 

NOT  REMEMBERED 

3749 

5654 

66.307 

100.000 

MODERN  CITY  (T  13 1 ) 

VERY  IMPORTANT 

126 

126 

2.230 

2.230 

IMPORTANT 

581 

707 

10.283 

12.513 

DIDN'T  IMPRESS 

1284 

1991 

22.726 

35.239 

DISLIKED 

319 

2310 

5.646 

40.885 

NOT  REMEMBERED 

3340 

5650 

59.115 

100.000 

66 


TABLE  36  (continued) 


COMMERCIAL  RECOGNITION  AND  RATING 


CUMULATIVE  CUMULATIVE 

FREQUENCY  FREQUENCY  PERCENT  PERCENT 


BRADLEY  (T132) 

VERY  IMPORTANT 

140 

140 

2.478 

2.478 

IMPORTANT 

477 

6  17 

8.444 

10.922 

DIDN'T  IMPRESS 

768 

1385 

13.595 

24.518 

DISLIKED 

204 

1589 

3.611 

28. 129 

NOT  REMEMBERED 

4060 

5649 

71.871 

100.000 

INFANTRY  (T133) 

VERY  IMPORTANT 

166 

166 

2.939 

2.939 

IMPORTANT 

1072 

(238 

18.980 

21.919 

DIDN'T  IMPRESS 

1670 

2908 

29.568 

51.487 

DISLIKED 

264 

3172 

4.674 

56. 161 

NOT  REMEMBERED 

2476 

5648 

43.839 

100.000 

GOOD  COMPANY  CT134) 

VERY  IMPORTANT 

201 

201 

3.554 

3.554 

IMPORTANT 

1 169 

1370 

20.672 

24.226 

DIDN'T  IMPRESS 

1495 

2865 

26.437 

50.663 

DISLIKED 

283 

3148 

5.004 

55.668 

NOT  REMEMBERED 

2507 

5655 

44.332 

100.000 

SUPER  PEOPLE  REVIEW  (T135) 

VERY  IMPORTANT 

167 

167 

2.959 

2.959 

IMPORTANT 

594 

761 

10.526 

13.486 

DIDN'T  IMPRESS 

828 

1589 

14.673 

28.159 

DISLIKED 

219 

1808 

3.881 

32.040 

NOT  REMEMBERED 

3835 

5643 

67.960 

100.000 

INFANTRY  (T136) 

VERY  IMPORTANT 

125 

125 

2.208 

2.208 

IMPORTANT 

7  16 

841 

12.650 

14.859 

DIDN’T  IMPRESS 

911 

1752 

16.095 

30.954 

DISLIKED 

240 

1992 

4.240 

35.194 

NOT  REMEMBERED 

3668 

5660 

64.806 

100.000 

67 


"Visibility  Poor"  is  the  most  remembered  commercial  by  these  criteria, 
though  it  is  not  the  most  favorably  rated.  "Ranger  Pride",  "Good  Company", 
and  "Laser  Tank"  are  each  liked  by  at  least  2-4%  more  of  the  recruits. 

However,  note  that  37%  of  the  recruits  mistakenly  recognize  a  nonexistent 
commercial  about  Army  aircraft  carriers.  This  miscomprehension  could  happen 
in  "learning"  during  a  commercial  or  in  reading  the  survey  item.  The  quick 
flashes  in  joint  service  commercials  would  not  seem  to  be  an  effective  method 
for  learning  the  differences  between  the  services  nor  in  -fact  to  learn  that 
there  are  differences.  Joint  service  commercials  do  not  make  it  apparent  that 
the  service  you  enlist  in  controls  how  likely  it  is  that  your  enlistment  will 
be  served  on  a  ship,  plane,  or  tank.  Miscomprehension  could  also  occur  in 
reading  the  item;  the  recruit  who  just  wants  to  get  the  survey  completed  may 
not  take  time  to  comprehend  the  word  "Army"  in  conjunction  with  the  phrase 
"aircraft  carrier". 

Recruits  also  reported  seeing  commercials  that  had  not  yet  been  shown. 

For  instance,  the  "Bradley"  commercial  was  not  shown  until  after  the  survey 
period  ended. 

Given  the  problems  noted  above,  the  results  of  this  survey's  questions  on 
commercial  recognition  need  to  be  interpreted  carefully  and  a  full  demographic 
analysis  would  be  inappropriate  at  this  time.  However,  it  is  useful  to  look 
at  the  data  broken  down  by  AFQT  and  ethnic  group.  Crosstabs  of  the  data  by 
these  two  variables  are  presented  to  examine  whether  the  data  is  consistent 
with  what  would  be  expected  from  other  sources. 

Commercial  Recognition  and  Ratings  by  AEQT  and  Ethnic  Croup 

Tables  37  to  53  present  the  recognition  and  rating  data  for  each 
commercial  by  AFQT  and  ethnic  group.  Frequencies  are  presented  to  clearly 
show  the  number  of  responses  involved.  Percentages  add  to  100%  in  each  cell 
of  the  table,  i.e.»  for  each  crossing  of  AFQT  and  ethnic  group.  Comparisons 
of  cells  can  be  made  to  see  differences  and  similarities  in  ratings  across 
ethnic  group  and  AFQT  categories.  Information  is  also  given  in  each  table  on 
the  significance  levels  of  AFQT  and  ethnic  group  differences  in  responding. 

In  each  case,  the  significance  is  judged  after  adding  the  other  variable;  thus 
the  test  is  for  the  effect  after  removing  the  influence  of  the  other  variable. 
Finally,  each  table  gives  information  on  when  the  commercial  was  seen  in  FY83. 

AFQT  is  significantly  related  to  recognition  and  rating  of  all 
commercials  (p  <  .001).  As  can  be  seen  clearly  in  Tables  37  to  53, 
commercials  are  not  as  likely  to  be  rated  as  important  by  higher  AFQT  recruits 
as  they  are  by  lower  AFQT  recruits.  This  is  not  an  unexpected  finding  in  the 
research  literature  on  commercial  messages.  However,  what  would  not  have  been 
anticipated  is  that  higher  AFQT  recruits  are  more  likely  to  say  that  they  do 
not  remember  the  commercial.  This  might  imply  that  the  measures  are 
contaminated  with  miscomprehension.  Lower  AFQT  recruits  might  be  especially 
likely  to  be  rating  composite  memories  of  commercials  they  have  seen  for 
military  service.  On  the  other  hand,  the  unanticipated  finding  that  higher 
AFQT  recruits  are  less  likely  to  recognize  the  commercials  could  result  from 
less  exposure  to  the  commercials.  Higher  AFQT  recruits  are  less  likely  to 


report  regularly  watching  many  of  the  programs  on  which  the  Army  advertises 
(see  Tables  25  and  26). 


Ethnic  group  is  also  related  to  several  commercials.  As  can  be  seen  in 
Tables  37  to  53#  these  differences  are  not  as  strong  as  the  AFQT  differences 
nor  are  the  ethnic  group  differences  consistent.  For  most  commercials#  Blacks 
show  a  higher  rate  of  recognition  as  well  as  a  higher  rate  of  reporting  that 
the  commercial  was  important  to  their  decision  to  enlist.  There  are  no 
significant  differences#  however#  for  "Drive-In"  or  "Check  Flight".  For  only 
one  commercial  is  there  a  clear  reversal  of  the  ethnic  group  difference  found 
for  most  of  the  the  other  commercials.  "Ranger  Pride"  is  the  only  commercial 
rated  as  more  important  to  the  enlistment  decision  by  Whites  than  by  Blacks  in 
each  AFQT  category  (q  <  .001).  There  are  also  trends  in  this  direction  for 
"Laser  Tank"  (p  =  .05)  and  for  Wording  2  of  the  "Infantry"  commercial  (p  < 
.001),  though  the  differences  are  not  as  consistent  nor  as  strong  across  the 
AFQT  categories. 


Pi scussi on 

The  task  given  respondents  in  these  items  is  more  difficult  than  the  task 
given  in  the  82  DA  Survey  which  simply  asked  if  the  commercial  was  remembered 
or  not.  That  task  alone  is  formidable  given  that  we  ask  the  recruits  to 
recognize  an  audiovisual  commercial  from  a  printed  word  description.  It  is 
also  a  formidable  task  given  that  recognition  and  comprehension  may  decline 
rapidly.  As  one  example#  Bogart  (  1967#  pp.  109-1 10)  cites  research  to 
indicate  that  fewer  than  20X  of  a  group  of  5#275  respondents  could  recall  the 
identity  of  a  TV  commercial  they  had  viewed  just  a  few  minutes  earlier.  Of 
course  in  that  study  the  commercial  was  being  shown  in  an  artifical  context 
and  was  being  seen  for  the  first  time.  It  is  also  important  to  consider  that 
comprehension  measures  are  measurement  bound.  Mizerski  (1982)  cites  data  that 
a  copy  point  in  a  commercial  viewed  a  few  minutes  earlier  was  recalled  by  only 
60JC  unaided  and  65%  aided  but  was  recognized  by  98X.  Comprehension  of 
advertising  is  likely  to  improve  with  exposure  and  for  frequently  seen 
commercials  may  far  exceed  Bogart's  results. 

As  can  be  seen  in  Table  35#  our  measure  of  commercial  recognition  was 
expanded  to  include  affective  reactions  in  1983.  This  increase  in  task 
complexity  may  have  resulted  in  greater  measurement  error  than  in  1982.  The 
change  in  measurement  may  preclude  any  comparison  of  82  and  83  results;  and 
the  data  presented  here  may  not  be  comparable  to  other  data  not  measured  in 
the  exact  same  way. 

It  is  recommended  the  findings  reported  here  for  commercial  recognition 
and  ratings  be  considered  tentative  and  no  action  be  based  solely  on  these 
findings  without  other  supporting  data. 

The  findings  reported  here  are  strong  enough  to  suggest  that  further 
research  is  needed  on  differential  appeal  of  Army  commercials.  It  is 
suggested  that  one  approach  to  this  research  may  be  playing  videotape  or 
videodisk  copies  of  the  commercials  to  recruits  rather  than  using  written 
descriptions.  This  could  be  done  at  the  Reception  Stations  as  the  82  and  83 
surveys  were  done.  However  it  would  be  much  better  if  commercial  recognition 
were  assessed  at  the  point  of  purchase  or  before.  JOIN  systems  at  recruiting 


TABLE  37 


COMPUTERS  PLUS  by  AFQT  and  Ethnic  Group 

Percentages  Frequencies 


WHITE 

BLACK 

TOTAL  | 

WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

39.7 

36.5  i 

38.2  | 

58 

50  I 

108 

Di si i ked 

4. 1 

3.6  | 

3.9  | 

6 

5  | 

1 1 

Didn't  impress 

37.0 

32.1  1 

34.6  | 

54 

44  I 

98 

Important 

19.2 

27.7  | 

23.3  | 

28 

38  | 

66 

TOTAL 

100.0 

100.0  | 

100.0  | 

146 

137  I 

283 

3B 

Not  remembered 

40.7 

33.3  | 

38.2  I 

381 

159  I 

540 

Di si iked 

5.3 

2.9  I 

4.5  | 

50 

14  | 

64 

Didn't  impress 

39.0 

38.6  I 

38.8  | 

365 

184  I 

549 

Important 

15.0 

25.2  1 

18.5  | 

141 

120  I 

261 

TOTAL 

100.0 

100.0  I 

100.0  | 

937 

477  | 

1414 

3A 

Not  remembered 

40.0 

42.5  I 

40.4  | 

416 

85  | 

501 

Di si i ked 

3.6 

4.5  I 

3.7  I 

37 

9  1 

46 

Didn't  impress 

43.3 

31.5  | 

41.4  | 

451 

63  | 

514 

Important 

13.2 

21.5  1 

14.5  I 

137 

43  | 

180 

TOTAL 

100.0 

100.0  I 

100.0  I 

1041 

200  | 

1241 

182 

Not  remembered 

40.6 

44.9  | 

40.9  | 

632 

53  I 

685 

Di sliked 

2.0 

1.7  I 

2.0  | 

31 

2  1 

33 

Didn't  impress 

46.7 

30.5  I 

45.6  I 

728 

36  i 

764 

Important 

10.7 

22.9  1 

11.6  j 

167 

27  I 

194 

TOTAL 

100.0 

100.0  I 

100.0  | 

1558 

118  | 

1676 

Note =  i(  is  4614  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group:  X**2  (9  df)  =  39.45,  jj  <  .001 
Ethnic  Group  controlled  for  AFQT:  X**2  <3  df)  =  45.53,  p  <  .001 
Allocation  of  FY  83  TV  spots1  0 X 


stations  or  MEPS  would  seem  perfect  for  administering  this  type  of  survey.  It 
is  also  suggested  that  an  independent  copy  test  firm  with  access  to  the 
general  youth  population  may  be  able  to  provide  hard  figures  on  the 
differential  appeal  of  commercials  by  various  demographic  categories.  This 
could  be  done  with  animatics  before  incurring  production  costs  for  new 
commerci al s . 


.•  o  ■ 
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TABLE  38 


TABLE  39 


DRIVE-IN  (RESERVE)  by  AFQT  and  Ethnic  Group 

Percentages  Frequencies 


WHITE 

BLACK 

TOTAL 

1  WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

64.6 

69.6  I 

67.0 

1  95 

94  f 

189 

Di sliked 

9.5 

11.9  | 

10.6 

1  14 

16  I 

30 

Didn't  impress 

15.0 

12.6  | 

13.8 

1  22 

17  I 

39 

Important 

10.9 

5.9  I 

8.5 

1  16 

8  I 

24 

TOTAL 

100.0 

100.0  | 

100.0 

1  147 

135  I 

282 

3B 

Not  remembered 

72.8 

69.1  I 

71.6 

1  681 

331  1 

1012 

Di si i ked 

9.8 

10.0  | 

9.9 

I  92 

48  I 

140 

Didn't  impress 

9.8 

12.1  1 

10.6 

1  92 

58  1 

ISO 

Important 

7.5 

8.8  I 

7.9 

1  70 

42  1 

112 

TOTAL 

100.0 

100.0  I 

100.0 

1  935 

479  1 

1414 

3A 

Not  remembered 

76.0 

72.  1  J 

75.4 

1  796 

142  I 

938 

Di si iked 

9.0 

8.6  1 

8.9 

1  94 

17  I 

1 1 1 

Didn't  impress 

9.  1 

13.2  f 

9.7 

1  95 

26  I 

121 

Important 

5.9 

6.1  1 

5.9 

1  62 

12  1 

74 

TOTAL 

100.0 

100.0  I 

100.0 

I  1047 

197  I 

1244 

182 

Not  remembered 

83.0 

81.7  I 

82.9 

I  1287 

94  I 

1381 

Di sliked 

5.9 

5.2  1 

5.8 

1  91 

6  I 

97 

Didn't  impress 

8.0 

7.8  I 

8.0 

1  124 

9  I 

133 

Important 

3.2 

5.2  1 

3.3 

1  49 

6  1 

55 

TOTAL 

100.0 

100.0  I 

100.0 

I  1551 

115  ! 

1666 

Note1  M  is  9606  MALE  NFS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group:  XX#2  (9  df)  =  68.59*  p  <  .001 
Ethnic  Group  controlled  for  AFQT:  X*X2  (3  if)  =  2.91*  p  is  ns 
Allocation  of  FY  83  TV  spots1  Spot  market  for  USAR  recruiting. 


TABLE  40 


"ARMY  AIRCRAFT  CARRIER"  by  AFQT  and  Ethnic  Group 


Percentages 


Frequenci es 


WHITE 

BLACK 

TOTAL 

WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

55.8 

50.7  I 

53.4 

82 

69  1 

151 

Di si iked 

8.2 

5.  1  I 

6.7 

12 

7  | 

19 

Didn't  impress 

16.3 

20.6  I 

18.4 

24 

28  I 

52 

Important 

19.7 

23.5  I 

21.6 

29 

32  i 

61 

TOTAL 

100.0 

100.0  1 

100.0 

147 

136  I 

283 

3B 

Not  remembered 

61.4 

44.4  I 

55.6 

575 

213  | 

788 

Di si iked 

5.8 

5.6  I 

5.7 

54 

27  I 

81 

Didn't  impress 

19.2 

29.2  I 

22.6 

180 

140  I 

320 

Important 

13.7 

20.8  I 

16 . 1 

128 

100  | 

228 

TOTAL 

100.0 

100.0  I 

100.0 

937 

480  I 

1417 

3A 

Not  remembered 

67.1 

53.0  I 

64.9 

699 

106  I 

805 

Di si iked 

3.5 

5.0  I 

3.7 

36 

10  I 

46 

Didn't  impress 

19.1 

26.0  I 

20.2 

199 

52  1 

251 

Important 

10.3 

16.0  | 

11.2 

107 

32  I 

139 

TOTAL 

100.0 

100.0  I 

100.0 

1041 

200  I 

1241 

182 

Not  remembered 

75.0 

67.2  I 

74.4 

1161 

78  I 

1239 

Disliked 

1.5 

2.6  1 

1.6 

24 

3  1 

27 

Didn't  impress 

16.0 

18.1  I 

16.2 

248 

21  1 

269 

Important 

7.5 

12.1  i 

7.8 

116 

14  I 

130 

TOTAL 

100.0 

100.0  I 

100.0 

1549 

116  1 

1665 

Note1  M  is  4606  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group1  Xx*2  (9  if)  =114.45,  p  <  .001 
Ethnic  Group  controlled  for  AFQT:  XXX2  (3  if)  =  54.07,  q  <  .001 
There  i s  no  such  Array  commercial. 


TABLE  41 


THEME  SPOT  by  AFQT  and  Ethnic  Group 
Percentages 


Frequanci as 


WHITE  BLACK  TOTAL  I  WHITE  BLACK 


Not  remambarad 
Di slikad 
Didn't  impress 
Important 


47.2  I 
6.0  i 
19.0  I 
27.8  I 


Not  remembered 
Di sliked 
Didn't  impress 
Important 

TOTAL 

Not  remembered 
Di  sliked 
Didn't  impress 
Important 


Not  remembered 
Di slikad 
Didn't  impress 
Important 


TOTAL 


100.0 


46.5  I 
5.1  I 

25.8  I 

22.6  I 


100.0  I  100.0  I 


MH 

931 

481 

i 

52.0  I 

552 

91 

4.9  1 

51 

9 

26.8  I 

281 

50 

16.3  I 

152 

50 

100.0  I 

1 

1036 

200 

1 

56.5  | 

878 

65 

2.9  1 

48 

0 

29.2  | 

455 

32 

11.4  1 

- 1 . 

171 

19 

116  I 


Note1  N  is  4600  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group'*  XX*2  <9  df )  =  64.06,  p  <  .001 
Ethnic  Group  controlled  for  AFQT :  Xx*2  (3  slf)  -  63.96,  g  <  .001 
Allocation  of  FY  83  TV  spots1  OX  (but  Theme  Spot  II  allocated  145£) 


I  '_/*  \.-  J 


I  *»  *•  .*•  /•  /*  ■T/  /  .*  .*  4*  // 


TABLE  42 

CHECK  FLIGHT  by  AFQT  and  Ethnic  Group 
Percentages 


Frequence  es 


WHITE 

BLACK 

TOTAL 

1  WHITE 

i 

BLACK 

TOTAL 

Not  remembered 

44.5 

54.8  | 

49.5 

i — 

i 

i 

65 

74  I 

139 

Di sliked 

4. 1 

5.2  | 

4.6 

i 

6 

7  I 

13 

Didn't  impress 

27.4 

21.5  | 

24.6 

i 

40 

29  1 

69 

Important 

24.0 

18.5  | 

21.4 

i 

35 

25  I 

60 

Not  remembered 
Di si iked 
Didn't  impress 
Important 


TOTAL 


100.0 


53.4  I 
3.9  I 
21.6  I 
21. 


57.4 

I 

4.7 

1 

21.5 

1 

16.4 

1 

1 

100.0 

1 

1 

1033 

1 

64.5 

1 

1 

999 

1 

2.0 

1 

31 

1 

20.5 

1 

315 

100.0  I  100.0  I 


Notes  D  is  4585  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
AFQT  controlled  for  Ethnic  Group1  XXX2  (9  rff)  =  69.96>  p  <  .001 
Ethnic  Group  controlled  for  AFQT *  XXX2  (3  df )  =  3.63»  p  is  ns 
Allocation  of  FY  83  TV  spots1  OX 


TABLE  43 


TABLE  45 

RANGER  PRIDE  by  AFQT  and 

Ethnic  Group 

Percentages 

Frequenci es 

WHITE  BLACK 

TOTAL 

1  WHITE 

BLACK 

4A4B  Not  remembered 
Oi sliked 
Didn't  impress 
Important 


42.5  | 

7.4  | 

23.9  | 

26.3  I 


Not  remembered 
Di sliked 
Didn't  impress 
Important 


39.3  | 

6.0  | 

26.5  | 

28.2  I 


Not  remembered 
Di sliked 
Didn't  impress 
Important 


42.9  | 

4.3  I 
25.8  | 

27.0  I 


Not  remembered 
Di sliked 
Didn't  impress 
Important 


43.0  | 

2.3  I 

29.3  I 

25.4  | 


TOTAL 


100.0 


100.0  |  100.0  | 


117  I 


Mq±S!  M  is  4635  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

AFQT  controlled  for  Ethnic  Group'  X**2  (9  =  42.19#  a  <  .001 

Ethnic  Group  controlled  for  AFQT'  X**2  (3  df)  =  18.52,  a  <  -001 
Allocation  of  FY  83  TV  spots'  17X  (allocation  for  FY  83  started  December  1982) 


TABLE  A 7 


DEP  CHOICES  by  AFQT  and  Ethnic  Group 


Percentages  Frequencies 


WHITE 

BLACK 

TOTAL 

WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

57.4 

53.7  | 

55.6 

85 

73  t 

158 

Di si iked 

8. 1 

2.2  | 

5.3 

12 

3  I 

15 

Didn't  impress 

20.9 

24.3  | 

22.5 

31 

33  I 

64 

Important 

13.5 

19.9  | 

16.5 

20 

27  | 

47 

TOTAL 

100.0 

100.0  | 

100.0 

148 

136  | 

284 

3B 

Not  remembered 

59.2 

56.1  | 

58.2 

558 

267  | 

825 

Di si i ked 

6.9 

6.1  | 

6.6 

65 

29  | 

94 

Didn't  impress 

20.7 

18.9  | 

20. 1 

195 

90  I 

285 

Important 

13.2 

18.9  | 

15.  1 

124 

90  | 

214 

TOTAL 

100.0 

100.0  | 

100.0 

942 

476  I 

1418 

3A 

Not  remembered 

67.9 

55.2  | 

65.8 

705 

111  | 

816 

Di sliked 

5.7 

7.5  | 

6.0 

59 

15  I 

74 

Didn't  impress 

17.4 

22.9  | 

18.3 

181 

46  | 

227 

Important 

9.0 

14.4  | 

9.9 

94 

29  I 

123 

TOTAL 

100.0 

100.0  I 

100.0 

1039 

201  | 

1240 

182 

Not  remembered 

74.9 

66.4  I 

74.3 

1166 

77  | 

1243 

Di sliked 

3.3 

2.6  1 

3.3 

52 

3  I 

55 

Didn't  impress 

17  .  1 

19.0  1 

17.3 

267 

22  1 

289 

Important 

4.6 

12.1  i 

5.  1 

72 

14  I 

86 

TOTAL 

100.0 

100.0  I 

100.0 

1557 

116  I 

1673 

Note :  M  is  4615  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

AFQT  controlled  for  Ethnic  Group!  X**2  (9  df)  =  108.3,  p  <  .001 
Ethnic  Group  controlled  for  AFQT:  X**2  (3  df)  =  24.22,  p  <  .001 
Allocation  of  FY  83  TV  spots1  4 X  (Now.  added  to  allocation  late  Spring  1983) 
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TABLE  48 

MODERN  CITY  by  AFQT  and  Ethnic  Group 


Percentages 


Frequenci es 


WHITE 

BLACK 

TOTAL 

1  WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

53.0 

51.1  | 

52.  1 

1  79 

69  I 

148 

Di si  iked 

7.4 

3.7  | 

5.6 

1  1 1 

5  I 

16 

Didn't  impress 

19.5 

21.5  | 

20.4 

1  29 

29  I 

58 

Important 

20. 1 

23.7  I 

21.8 

1  30 

32  I 

62 

TOTAL 

100.0 

100.0  | 

100.0 

1  149 

135  I 

284 

3B 

Not  remembered 

57.9 

43.4  | 

53.0 

1  545 

207  I 

752 

Di si iked 

7.1 

8.6  I 

7.6 

1  67 

41  I 

108 

Didn't  impress 

19.9 

29.8  I 

23.2 

1  187 

142  I 

329 

Important 

15.  1 

18.2  I 

16  .  1 

1  142 

87  I 

229 

TOTAL 

100.0 

100.0  I 

100.0 

1  941 

477  I 

1418 

3A 

Not  remembered 

60.8 

50.5  1 

59.2 

1  634 

99  I 

733 

Di sliked 

6.5 

5.6  I 

6.4 

1  68 

1 1  1 

79 

Didn't  impress 

22.0 

30.6  I 

23.3 

I  229 

60  I 

289 

Important 

10.7 

13.3  I 

11.1 

1  HI 

26  | 

137 

TOTAL 

100.0 

100.0  I 

100.0 

1  1042 

196  I 

1238 

182 

Not  remembered 

64.9 

54.3  I 

64.2 

1  1010 

63  I 

1073 

Di sliked 

4.6 

3.4  | 

4.5 

1  72 

4  1 

76 

Didn't  impress 

22.8 

26.7  I 

23.  1 

1  355 

31  1 

386 

Important 

7.6 

15.5  I 

8.2 

1  1 19 

18  I 

137 

TOTAL 

100.0 

100.0  f 

100.0 

1  1556 

116  I 

1672 

Note5  M  is  4612  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group5  X##2  (9  df)  =  65.91,  p  <  .00' 

Ethnic  Group  controlled  for  AFQT 5  X**2  (3  sif)  -  39.23,  p  <  .001 
Allocation  of  FY  83  TV  spots5  OX 


TABLE  49 


BRADLEY  by  AFQT  and  Ethnic  Group 

Percentages  Frequencies 


WHITE 

BLACK 

TOTAL  | 

WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

57.0 

65.4  | 

61.1  | 

85 

89  I 

174 

Di sliked 

6.0 

5.1  1 

5.6  | 

9 

7  I 

16 

Didn't  impress 

17.4 

11.0  I 

14.4  I 

26 

15  I 

41 

Important 

19.5 

18.4  | 

18.9  I 

29 

25  1 

54 

TOTAL 

100.0 

100.0  I 

100.0  I 

149 

136  I 

285 

3B 

Not  remembered 

66.3 

60.5  I 

64.4  I 

624 

290  | 

914 

Di si i ked 

3.8 

8.8  I 

5.5  I 

36 

42  I 

78 

Didn't  impress 

15.3 

17.1  | 

15.9  I 

144 

82  I 

226 

Important 

14.6 

13.6  1 

14.2  I 

137 

65  I 

202 

TOTAL 

100.0 

100.0  | 

100.0  I 

941 

479  I 

1420 

3A 

Not  remembered 

71.5 

65.7  | 

70.6  I 

742 

130  I 

872 

Di sliked 

3.9 

4.0  I 

4.0  I 

41 

8  I 

49 

Didn't  impress 

13.5 

18.2  | 

14.2  | 

140 

36  I 

176 

Important 

11.1 

12.  1  1 

11.2  I 

115 

24  | 

139 

TOTAL 

100.0 

100.0  | 

100.0  1 

1038 

198  I 

1236 

182 

Not  remembered 

79.3 

73.3  I 

78.8  | 

1234 

85  I 

1319 

Di si iked 

1.5 

2.6  I 

1 .6  I 

24 

3  i 

27 

Didn't  impress 

12.4 

12.9  | 

12.4  I 

193 

15  1 

208 

Important 

6.8 

11.2  I 

7.1  1 

106 

13  I 

1 19 

TOTAL 

100.0 

100.0  I 

100.0  I 

1557 

116  I 

1673 

Note :  H  is  4614  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group:  Xx#2  (9  df)  =  97.07,  p  <  .001 
Ethnic  Group  controlled  for  AFQT:  XXX2  (3  df)  =  11.35,  p  <  .01 
Allocation  of  FY  83  TV  spots1  4X  (New,  added  to  allocation  August  1983) 


TABLE  50 


INFANTRY  (WORDING  2)  by  AFQT  and  Ethnic  Group 

Percentages  Frequencies 


WHITE 

BLACK 

TOTAL 

WHITE 

BLACK 

TOTAL 

4A4B 

Not  remembered 

38.9 

41.9  I 

40.4 

58 

57  I 

115 

Di sliked 

9.4 

4.4  | 

7.0 

14 

6  I 

20 

Didn't  impress 

22.8 

29.4  I 

26.0 

34 

40  | 

74 

Important 

28.9 

24.3  I 

26.7 

43 

33  I 

76 

TOTAL 

100.0 

100.0  1 

100.0 

149 

136  I 

285 

3B 

Not  remembered 

41.3 

35.8  I 

39.5 

386 

172  I 

558 

Di si iked 

3.2 

8.3  I 

5.0 

30 

40  I 

70 

Didn't  impress 

28.6 

30.4  | 

29.2 

267 

146  | 

413 

Important 

26.9 

25.4  I 

26.4 

251 

122  I 

373 

TOTAL 

100.0 

100.0  | 

100.0 

934 

480  I 

1414 

3A 

Not  remembered 

44.4 

32.5  | 

42.5 

462 

64  | 

526 

Di sliked 

5.3 

10.2  | 

6. 1 

55 

20  1 

75 

Didn't  impress 

27.0 

35.0  | 

28.3 

281 

69  | 

350 

Important 

23.3 

22.3  | 

23.  1 

242 

44  I 

286 

TOTAL 

100.0 

100.0  | 

100.0 

1040 

197  I 

1237 

182 

Not  remembered 

49.3 

45.4  I 

49.0 

768 

54  I 

822 

Di sliked 

3.2 

6.7  | 

3.5 

50 

8  1 

58 

Didn't  impress 

30.2 

33.6  | 

30.4 

470 

40  | 

510 

Important 

17.3 

14.3  I 

17.1 

269 

17  1 

286 

TOTAL 

100.0 

100.0  I 

100.0 

1557 

119  I 

1676 

Note :  y  is  4612  MALE  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
AFQT  controlled  for  Ethnic  Group!  X**2  (9  df )  =  59.57,  p  <  .001 
Ethnic  Group  controlled  for  AFQT:  Xx*2  (3  df)  =  26.75,  p  <  .001 
Allocation  of  FY  83  TV  spots’  OX 
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noe  IN  THE  1983  MU  MNK  OP  leoturrs 
CJC6S  lOBBm  TO  ITEME  IN  HE  1982  EX  KJRVR 

198]  MU  awvcr  1983  EX  SEME* 


A 

B 
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d  or 

a 

4 

ochp asm 

corazorr 

X* 

BA 

XX 

B/fcG  ALL 

BA 

B/NG 

mu  id 

POSITION 

ITEM  ID  MO  POSITION  NOTES 

ITEM  DfSRIPTICN 

T1 

1 

1 

1 

1  067 

KK71 

8566 

aatiefecticn  with  Any  life 

T2 

2 

2 

Influanoad  ty  infcraetlcn  tram  a  job  fair 

T3 

3 

3 

3 

Influenced  ty  a  friend  of  ulna  anil a ting 

T4 

4 

4 

4 

Inf  lumoad  ty  a  racrultar  aid* 

T5 

S 

S 

5 

Influanoad  ty  a  racrultar  from  another  aarvloa 

TO 

6 

c 

Influanoad  ty  a  atata  wyloynant  oaunealar 

77 

7 

7 

Influanoad  ty  a  priaat/adnletar/rafcbl 

T8 

8 

8 

Influanoad  ty  a  polioanan/Judge/probatian  affloar 

T9 

9 

9 

9 

Influanoad  ty  inferential  poatad  at  atata  anployraant  office 

T10 

10 

10 

10 

Influanoad  ty  lnforaatlon  in  an  Any  radio  ad 

Til 

11 

11 

11 

Influanoad  ty  lnfonatian  In  an  Any  TV  ad 

T12 

12 

12 

12 

Influanoad  ty  intonation  In  an  Any  aa^alna  ad 

T13 

13 

13 

13 

Influanoad  ty  intonation  poatad  at  achool 

T14 

14 

14 

14 

Influanoad  ty  inferential  frero  REACT 

■ns 

15 

15 

IS 

Influanoad  ty  information  in  nonaolicitad  Any  nailing 

T16 

16 

16 

16 

Influanoad  ty  racrultar  Who  contacted  wm 

T17 

17 

17 

17 

Influanoad  ty  job  ra  jactlcn  for  lade  of  experience /training 

T18 

18 

*b 

Influanoad  ty  a  teacher  at  ediool 

T19 

19 

*b 

Influanoad  ty  adiool  oounaalor 

T20 

20 

•a 

Influanoad  ty  fethar 

T21 

21 

•» 

Influanoad  ty  anther 

T22 

22 

•l 

Influanoad  ty  tr other  er  aiatar 

T23 

23 

•a 

Influanoad  ty  amtar  relative 

T24 

24 

8 

Influmcad  ty  glrlfriand/faoyfriand/husband/wife 

T2S 

IB 

25 

18 

riret  contact  with  Any  zacruitar 

T26 

19 

26 

19 

Circvaxatanoaa  of  firat  ooitact 

727* 

20 

27 

20 

lb  prior  contact  with  other  aarvioea 

T27B 

20 

27 

20  • 

Prior  contact  with  Any  xaaarua 

T27C 

20 

27 

20  • 

Prior  contact  with  Any  National  Quart 

T27D 

20 

27 

20 

Prior  oontact  with  Air  Ftxo*  (a ctive) 

T27E 

20 

27 

20 

Prior  ooitact  with  Air  Peroa  Aaaarve 

T27F 

20 

27 

20 

Prior  oontact  with  Air  force  National  Guard 

T270 

20 

27 

20 

Prior  omtact  with  Navy  (active) 

T27H 

20 

27 

20 

Prior  oontact  with  Navy  Xaaarva 

7271 

20 

27 

20 

Prior  omtact  with  Marinee  (active) 

T27J 

20 

27 

20 

Frier  contact  with  Marina  Xaaarva 

T28X 

21 

28 

21 

Did  not  apply  to  another  aarvloa 

728B 

21 

28 

21  • 

Applied  for  anlietaant  in  Any  Xaaarva 

T28C 

21 

2B 

21  • 

Applied  for  ml  1  at— it  in  Any  National  Guard 

T28D 

21 

28 

21 

Applied  for  anliatnmt  in  Air  force  (active) 

T28E 

21 

28 

21 

Applied  far  mliafant  in  Air  Force  Xaaarva 

T28P 

21 

28 

.21 

Applied  for  mlietnant  in  Air  Force  national  Guard 

1983  ARI  SURVEY 


1982  »  SURVEY 


rrm  id 

POSITION 

ITEM  ID  AND  POSITION 

tons 

ITEM  DCSRI  PITCH 

T20G 

21 

28 

21 

Appliad  for  anliatnmnt  In  Navy  (activa) 

T28H 

21 

28 

21 

Afplied  fcr  anliatnant  In  Navy  antra 

T28I 

21 

28 

21 

Applied  for  anliatnant  In  Merinos  (activa) 

T28J 

21 

28 

21 

Applied  Cor  anliatnmnt  In  Marina  Raaarva 

T29A 

22 

29 

22 

Waiting  Hat  tar  other  eerviae(e)  had  no  influence 

T29B 

22 

29 

22  * 

969 

569 

Halting  liat  ateppad  application  far  Amy  Raaarva 

T29C 

22 

29 

22  * 

R70 

570 

Waiting  liat  ateppad  applicatlce  far  Amy  Naticxial  Guard 

T29D 

22 

29 

22 

971 

571 

«*- 

Waiting  liat  atappad  application  far  Air  Ftroa  (active) 

T29E 

22 

29 

22 

*72 

572 

-4- 

halting  liat  atappad  application  fcr  Air  Foroa  Raaarva 

T29F 

22 

29 

22 

R73 

573 

Waiting  liat  atappad  application  fcr  Air  Foroa  National  Guard 

T29G 

22 

29 

22 

R74 

574 

waiting  liat  atappad  application  Cor  Navy  (activa) 

T29H 

22 

29 

22 

R7S 

575 

Waiting  liat  ateppad  application  fcr  Navy  Raaarva 

T291 

22 

29 

22 

R76 

676 

-4- 

Waiting  liat  atoppmj  application  fcr  Marine*  (active) 

T29J 

22 

29 

22 

R77 

577 

-4- 

Waiting  liat  ateppad  application  far  Marine  Reserve 

T3QA 

23 

30 

23 

Not  disqualified  by  another  service 

T3QB 

23 

30 

23  • 

Disqualified  fcr  Amy  Raaarva 

T30C 

23 

30 

23  • 

Disqualified  for  Amy  National  Guard 

T3QD 

23 

30 

23 

Disqualified  far  Air  Faroe  (active) 

T3QE 

23 

30 

23 

Disqualified  fcr  Air  Faroe  Reserve 

T30F 

23 

X 

23 

Disqualified  far  Air  Force  Netienal  Guard 

T30G 

23 

30 

23 

Disqualified  far  Navy  (activa) 

T3CH 

23 

30 

23 

Disqualified  fcr  Navy  Raaarva 

T30I 

23 

30 

23 

Disqualified  far  Marinas  (activa) 

T3QJ 

23 

30 

23 

Disqualified  fcr  Marina  Raeertw 

T31 

24 

31 

9 

24 

Service  of  first  choice 

T32 

25 

32 

10 

25 

Service  of  second  choice 

T33 

26 

33 

11 

26 

Service  of  third  choice 

T34 

27 

34 

12 

27 

Service  cf  fourth  choice 

T3S 

43 

47 

81 

T/Fi  Ditfei't  qualify  fcr  desired  military  work 

T36 

44 

48 

82 

T/Fi  counselor  qeva  choice  of  Jobe 

T37 

45 

49 

83 

T/F>  Cate  of  entry  aat  to  get  preferred  Job 

T38 

46 

50 

84 

T/Fi  Told  by  crxneelnr  which  Job  beet 

T39 

47 

51 

85 

T/Fi  MC6  different  fron  what  had  in  mind 

T40 

48 

52 

86 
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T41 

49 

53 

87 
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T42 

50 

54 

88  • 
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T43 

51 

55 

89 
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52 

56 
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T4S 

53 

57 
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54 

58 

76 

Ml 
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Certainty  of  daslrad  job  training 

T47 

55 

59 

77 
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880 

Oartainty  of  Amy  cmpcnanl 
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56 

60 

78 

K22 
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57 

61 

79 
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62 
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91 

rrw  oesRimcN 

Plan*  to*  W3IC 

Plans  to  try  to  harrwe  an  officer 

Knowledge  o f  VEAP  -  Basic 

Krtxladge  of  VEAP  -  2  ysar  stwt 

ttiovledgs  of  VEAP  -  3  or  4  year  snot 

Rntfladga  of  ACT  -  2  ysar  amount 

KncwLedga  of  MT  -  3  or  4  ysar  amount 

Plana  to  usa  VttP 

Saif  report  of  AOF  eligibiUty 

Effact  of  no  ACT  fcr  M06 

Effsct  of  no  service  having  kicker 

Alternatives  If  ineligible  to  anllat 

Eaaa  of  getting  fulltlne  job  In  hometown 

Effact  of  no  3  yasr  qptian  for  M06 

Effact  of  no  Any  3  ysar  optical 

Saif  report  of  cash  enlistment  Bonus 

Effact  of  no  bonus  for  MQ6 

Effact  of  no  aarvloa  having  cash  hraumea 

Important*  of  unanploynant 

mportanoe  at  balng  awey  from  hone 

mpcrtanoa  of  a  ctianoe  to  bat  tar  ayaslf 

mpcrtanoa  of  travel 

Inportanca  of  escaping  parsoial  problem 
Inportanca  of  aarvlng  ay  country 
Inportanca  of  earning  Kara  nonsy  (extra  ncnry) 

Inportance  of  family  trsdltlcn  to  serve 
inportanca  of  proving  1  can  asks  It 
mpcrtanoa  of  *111  training 
mportanca  of  nancy  for  oollagn 
mportanca  of  wanting  to  be  a  soldier 
Itportanoa  of  wanting  napact 

Inportanca  of  money  for  eotech/businasa  adocaticn 

mportanca  of  ptiyaioal  training 

mportanca  of  time  to  decide  Ufa  plana 

mpcrtanoa  of  discipline 

Iipcrtanca  of  leadership  training 

Importance  of  natlnanant  hanafita 

lipartanoa  of  fringe  hanafita 

lapartanoa  of  tanning  a  tatter  individual 

mportanca  of  asking  naw  frianda 

mpcrtanoa  of  electing  pons  and  other  waapena 

Dvortenoa  of  Joining  old  frianda 

laportanca  of  beccraing  more  aalf  reliant 

mportanca  of  seeing  vdiet  military  Ufa  la  really  like 

mportanca  of  learning  to  be  a  raapqialhls  nature  person 

mpcrtanoa  of  getting  a  batter  job  (swear  job) 

Moat  lnportant  reason  for  anlisting  selection  1 

Moat  inpertant  reason  tar  enlisting  sslactian  3 

Amy  past  tour 

Amy  school  progun 

Amy  ecTiool  assegbly 

Amy  marts  clinic 

Amy  aponsored  amrd/aertificate  presentation 
Amy  ceremonial  init/band 
Amy  parartuta  team 
Any  booth  at  job  fair 
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1903  AW 

TTBi  ID 

SURVEY 

POSITION 

1962  DA  SURVEY 

nw  id  mo  rarnw  tens 

ITEM  DESJUFTiaJ 

y 

y* 

T991 

72 

77 

16 

91 

Aray  booth  at  mil /business  district 

TWJ 

72 

77 

16 

91 

R—itw  no  A ray  program 

T10QA 

73 

78 

92 

Event  response  by  card 

T10QB 

73 

78 

92 

Event  response  by  calling  toll  tree  tiaber 

¥~ 

T100C 

73 

78 

92 

Event  response  by  contacting  Amy  recruiter  at  event 

a*  ’ 

T100D 

73 

78 

92 

Event  response  by  contacting  Any  recruiter  after  event 

T100E 

73 

78 

92 

Event  response  by  seeking  out  dilated  friand(e) 

j%  • 

T1O0F 

73 

78 

92 

»o  Rsspcnee/Does  Hot  Apply 

*  9  " 
,*  9 

T101A 

74 

79 

93 

Any  Reserve  poet  tour 

TIOlfi 

74 

79 

93 

Any  Reeerve  school  program 

T101C 

74 

79 

93 

Any  Reeerve  ediool  esaertbly 

T101D 

74 

79 

93 

Any  Reeerve  qparte  clinic 

T101E 

74 

79 

93 

Any  Reeerve  Rparteared  raard/oerti  fleets  preeentetian 

y* 

T1Q1F 

74 

79 

93 

Any  Reeerve  aereraonial  unit/band 

„  ■> 

T101G 

74 

79 

93 

Any  Reeerve  parachute  teem 

T101H 

74 

79 

93 

Any  Reeerve  booth  at  job  fair 

TIOII 

74 

79 

93 

Any  Reeerve  booth  at  aell/buelneaa  dietrict 

TlOU 

74 

79 

93 

Raraitbar  no  Any  Raeerve  progra ne 

r 

T102A 

75 

80 

94 

Reserve  event  rasp ones  by  aerd 

W  a 

TX02B 

75 

80 

94 

Reserve  event  response  by  celling  toll  free  ruder 

T102C 

75 

80 

94 

Reeerve  event  reepaiee  by  contacting  USAS  recruiter  at  event 

a 

T102D 

75 

80 

94 

Raeerve  event  respense  by  contacting  USAS  recruiter  after  evait 

T102E 

75 

80 

94 

Reserve  event  response  by  seeking  out  enlisted  friend(s) 

T102F 

75 

80 

94 

No  reeponee/Doee  not  apply 

T103 

76 

81 

It's  not  just  a  job.  It's  an  adventure. 

T104 

77 

82 

A  greet  way  of  life. 

T105 

78 

83 

The  few.  The  proud. 

T106 

79 

84 

Be  ell  yen  an  be. 

T107 

80 

85 

mybe  you  can  be  cne  of  us. 

‘.v 

T108 

81 

86 

A  chance  to  serve,  a  chance  to  learn . 

T109 

82 

87 

It's  a  great  place  to  start. 

V 

T11QA 

83 

88 

13 

95 

Rananber  Joint  Sarvloe  TV  advertising 

e'^*.  ~ 

TllOB 

83 

88 

13 

95 

Reverter  Joint  Sarvloe  mgutlne  advertising 

TllOC 

83 

88 

13 

95 

Rananber  Joint  Service  radio  advertising 

*■  . 

TllOD 

83 

86 

13 

95 

Raneaiber  Joint  Service  advertising  in  help  wanted 

TllOE 

83 

88 

13 

95 

Ranenber  Joint  Service  advertising  in  other  parte  of  newspaper 

T1IOF 

83 

88 

13 

95 

Remenber  Joint  Service  advertising  In  the  mil 

*9  . 

TllOG 

83 

88 

13 

95 

Ranerbex  Joint  Service  prtnotianal  arterial  in  Amy  RS 

TUOH 

83 

88 

13 

95 

Raaeiber  Joint  Service  pronxlcnel  arterial  at  school 

TllOI 

83 

88 

13 

95 

Reeber  Joint  Service  praaotlcnal  naterial  from  a  friend 

*.  • 

TllOJ 

83 

88 

13 

95 

Rananber  No  joint  Service  advertising  or  arterial 

T111A 

84 

89 

96 

Runanbai  Air  Force  TV  advertising 

Till B 

84 

89 

96 

Rananber  Air  Force  me^pxine  advertising 

Til  1C 

84 

89 

96 

Rananber  Air  Force  radio  advertising 

T111D 

84 

89 

96 

Raaaiber  Air  Force  advertising  in  help  » entail 

tixie 

84 

89 

96 

Raienber  Air  Fcroe  advertising  in  other  parte  of  newspaper 

Til  IF 

84 

89 

96 

Rananber  Air  Fcroe  advertising  in  the  nail 

TU1G 

84 

89 

96 

Rananber  Air  Force  promotional  notarial  in  Air  Force  RS 

TU1H 

84 

89 

96 

namibsr  Air  Force  promotional  mteriel  at  school 

Tim 

84 

89 

96 

Rananber  Air  Force  pconctionel  mteriel  from  a  friend 

THU 

84 

89 

96 

Rananber  No  Air  Force  advertising  or  mteriel 

T112A 

85 

90 

97 

Dauber  Navy  TV  advertising 

T112B 

85 

90 

97 

Raamber  Navy  mguine  advertising 

T112C 

85 

90 

97 

Ranrober  Navy  radio  advertising 

T112D 

85 

90 

97 

Rananber  Navy  advertising  in  help  wanted 

T112E 

85 

90 

97 

Rananber  Navy  advertising  in  other  ports  of  newspaper 

) 
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1983  AR1 

SURVEY 

1962  C*  SURVEY 

ITO  ID 

P06ITKH 

I  TO!  ID  AND  POSITION 

NOTES 

T112F 

85 

90 

97 

T112G 

85 

90 

97 

T112H 

65 

90 

97 

T112I 

85 

90 

97 

T112J 

85 

90 

97 

TU3A 

86 

91 

98 

T113B 

86 

91 

98 

T113C 

86 

91 

98 

T113D 

86 

91 

98 

a 

T113E 

86 

91 

96 

T113F 

86 

91 

98 

T113G 

86 

91 

98 

T113H 

86 

91 

98 

T113I 

86 

91 

98 

T113J 

66 

91 

98 

T114A 

87 

92 

14 

99 

R25 

S2S 

-O- 

T114B 

87 

92 

14 

99 

R26 

526 

-*>- 

T114C 

87 

92 

14 

99 

B27 

527 

-4>- 

T114D 

87 

92 

14 

99 

-i- 

T114E 

87 

92 

14 

99 

-i- 

T114F 

87 

92 

14 

99 

B29 

529 

-t>- 

T114G 

87 

92 

14 

99 

R30 

530 

T114H 

87 

92 

14 

99 

B31 

531 

-to- 

T1141 

87 

92 

14 

99 

R32 

532 

T114J 

87 

92 

14 

99 

T115A 

88 

93 

15 

100 

R33 

533 

T115B 

ee 

93 

IS 

100 

R34 

534 

4>- 

T115C 

88 

93 

15 

100 

R3S 

535 

-1>- 

T115D 

88 

93 

15 

100 

T11M  89  111 
T116B  89  111 
T116C  89  111 
T116D  89  111 
T116E  89  U1 
T116F  89  U1 
T116G  89  111 
T116H  89  U1 
T116I  89  111 
Tim  90  112 
T117B  90  112 
T117C  90  112 
T117D  90  112 
TU7E  90  112 
T117F  90  112 
T117G  90  112 
T117H  90  112 
T117I  90  112 
TU8A  91  113 
T118B  91  113 
T118C  91  113 
T118D  91  113 
T118E  91  113 
T118F  91  113 
T118G  91  113 
T118H  91  113 
T11BI  91  113 


A-5 


irm  otsjamcw 


8—i ter  Navy  advertising  in  tte  all 

8— iter  Navy  prcnotimel  aatariel  in  Navy  85 

Bananter  Navy  promotional  seteriel  at  stfKxil 

Bananter  Navy  praotiaial  atari al  bon  a  bland 

8— itoar  No  Navy  mlvartlslng  cr  arterial 

Bananter  Marina  Corps  TV  advertising 

Bananter  Marina  Corps  itagorine  advertising 

Baranter  Marina  Carps  radio  advartiaing 

Bananter  Marina  Corpa  advartiaing  in  help  vented 

Baranter  Marina  Corpa  advartiaing  in  otter  parts  of  newspaper 

Baranter  Marina  Corpa  advartiaing  in  tte  sail 

Baranter  Marina  Oorpa  promotional  aatarlal  in  Marina  BS 

Bsnarter  Marina  Corps  promotional  aatarlal  at  school 

B— iter  Marina  Corps  promotional  aatarlal  bom  a  bland 

Baranter  No  Marina  Oorpa  advartiaing  or  imtarlal 

Baranter  Any  TV  advartiaing 

Bananter  Any  magazine  advertising 

Baranter  Any  radio  advartiaing 

Bananter  Any  advertising  in  help  wanted 

Baranter  Any  advartiaing  in  cater  parts  of  newspaper 

Bananter  Any  advartiaing  in  tte  nil 

Bananter  Any  promotional  aatarlal  in  Any  BS 

Bananter  Any  prcrotlanal  aatarlal  at  echool 

Bananter  Any  promotional  aatarlal  bom  a  biend 

Bananter  No  Any  advartiaing  or  aatarlal 

Responded  to  Any  ads  ty  sanding  in  cards 

Baepcnded  to  Any  ads  ty  calling  baa  matter 

Responded  to  Amy  ads  ty  contacting  recruiter 

No  response  to  Any  ads 

N/A  -  1  never  earn  a  card 

Received  no  respcnse  from  card 

Received  latter  bom  card 

Received  premia  fra  card 

Received  poater  from  card 

Received  booklet  about  Any  aarvciae  bom  card 

Received  booklet  about  ACT  frcaa  card 

Received  boper  sticker  bom  card 

Recalled  bookcovara  boa  card 

N/A  -  I  never  called  a  toll  baa  matter 

Received  no  response  fra  call 

Received  latter  fra  call 

Received  premia  from  call 

Received  poster  ba  oil 

Received  booklet  about  Any  server ce  fra  call 
Received  booklet  about  ACT  fra  call 
Received  temper  sticker  from  call 
Received  took  covers  fra  call 
T118  N/A 

latter  used  or  appreciated 

premia  ita  used  cr  appreciated 

Poster  used  or  appreciated 

Booklet  about  Any  service  used  or  appreciated 

Booklet  about  ACF  used  cr  appreciated 

Bunper  sticker  used  or  appreciated 

Any  bock  covers  isod  or  appreciated 

B»  of  tteee  used  or  appreciated 
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1983  MU  SURVEY  1962  DA  **VEY 


ITEM  ID 

POSITION 

ITEM  10  ACC  POSITION 

urns 

TU9A 

92 

114 

T1198 

92 

114 

T119C 

92 

114 

T119D 

92 

114 

T120 

93 

94 

101 

■05 

•«- 

T121 

94 

95 

102 

EBC21 

-c- 

T122 

95 

96 

103 

T123 

96 

97 

107 

9822 

T124 

97 

98 

104 

9812 

-c- 

T125 

98 

99 

9814 

"O’- 

T126 

99 

100 

1823 

•o- 

T127 

100 

101 

105 

T128 

101 

102 

106 

T129 

102 

103 

9813 

-c- 

T130 

103 

104 

Till 

104 

105 

9820 

-o- 

T132 

105 

106 

TUI 

106 

107 

T134 

107 

108 

T135 

108 

109 

9819 

-c- 

T136 

109 

UO 

8818 

-c- 

T137A 

154 

124 

T137B 

154 

124 

T137C 

154 

124 

T137D 

154 

124 

T137E 

154 

124 

T137F 

154 

124 

T137G 

154 

124 

T137H 

154 

124 

T1371 

154 

124 

T137J 

154 

124 

T138A 

155 

125 

T138B 

155 

125 

T138C 

155 

125 

T138D 

155 

125 

T138C 

155 

125 

T138F 

155 

125 

T13S3 

155 

125 

T130H 

155 

125 

T138I 

155 

125 

T138J 

155 

125 

Tim 

156 

126 

T139B 

156 

126 

T139C 

156 

126 

T139D 

156 

126 

T139E 

156 

126 

T139F 

156 

126 

T1390 

156 

126 

T139H 

156 

126 

T139I 

156 

126 

TldOA 

157 

127 

148 

T140B 

157 

127 

148 

T140C 

157 

127 

148 

T14QD 

157 

127 

148 

rise* 

157 

127 

148 

T140F 

157 

127 

148 

item  oesumoM 


T119  S/A 

Booklet  about  Any  service  helped  enllefit  dscisicn 

Booklet  (bout  ACT  helped  iMuwnt  dsdsiem 

Neither  booklet  helped  tnlietnsnt  decision 

Counters  Plus 

leser  Tank 

Drive -In  (Reserve) 

Amy  Aircraft  Carrier  (7) 

Thane  Spot 
Check  Flight 

Bi^i  School  to  Flicfit  School 
Father  and  San  (Reeerve) 

Ranger  Pride 
Visibility  Poor 
EEP  Choices 
Modem  City 
Bradley 

Infantry  (Wording  2) 

Good  Oonpany 
Spar  Paople  Review 
Infantry  (Wording  1) 

Does  not  regularly  vetch  TV 
Regularly  vetches  Solid  Gold 
Regularly  vetches  Soul  Train 
Regularly  vetches  American  Bandstand 
Regularly  watches  Dane*  Fewer 
Regularly  vetches  Movies  on  network  TV 

Regularly  vetches  Late  idjfrt.  programs  like  Saturday  Ni^it  live 

Regularly  vetches  Cable  TV  programming 

Regularly  vetches  Ni$itly  network  news 

Regularly  watches  Local  news 

Doss  not  vetch  TV  sports  —  T138 

Regularly  vetches  Pro  bowling 

Regularly  vetches  NFL  football  — regular  seamen  gvne* 

Regularly  vetches  Major  league  baseball — regular  season  genes 

Regularly  vetches  NFL  playoffs  and  Super  B«1 

Regularly  vetches  College  term  bell 

Regularly  vetches  Baseball  playoffs  and  World  Series 

Regularly  vetches  NBA  basketball 

Regularly  vetches  College  basketball 

Regularly  vetches  NHL  hockey 

Does  not  regularly  vetch  TV  qvrU— T139 

Regularly  vetches  Wide  World  of  Sparta  (ABC) 

Regularly  watches  Sports  World  (ISC) 

Regularly  watches  Sports  Sunday  (CBS) 

Regularly  vetches  Sport a  Saturday  (CBS) 

Regularly  vetches  Mandey  Ki#it  Football  (ABC) 

Regular ly  vetches  tTJBS  (Turner  Broadcasting  System) 

Regularly  vetches  ESW  (24  hour  able  sports) 

Regularly  vetches  USA  Hstvork  Sparta 
Doss  not  regularly  listen  to  radio 
Regularly  listens  to  FM  at  beam 
Regularly  lietens  to  FN/SCerao  at  bone 
Regularly  listens  to  AM  at  beam 
Regularly  listens  to  FM  in  the  oar 
Regularly  lietens  to  FH/stateo  in  the  our 
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POSITION 

nth  ID  AK>  FOSinCX  N7TES 

nth  ccsRimcN 

127 

148 

Regularly  listens  to  AM  in  the  oar 

127 

148 

Regularly  listens  to  All  news 

127 

148 

Regularly  listens  to  Sparta  programing 

127 

148 

Regularly  listens  to  Talk  radio 

128 

149 

Does  rot  regularly  listen  to  ausic  an  the  radio 

128 

149 

Regularly  listens  to  Canary 

128 

149 

Regularly  listens  to  Easy  listening 

128 

149 

Regularly  lie  tans  to  Soul  (or  Urtasn-Oentanpcrary* ) 

128 

149 

Regularly  listens  to  ftp 

128 

149 

Regularly  listens  to  AUxsn  rock 

128 

149 

Regularly  listens  to  Nav  Wave /Rockabilly /Pur* 

128 

149 

Regularly  listens  to  Hard  rock 

128 

149 

Regularly  listens  to  Oldies  ( 50's  cr  60'a) 

128 

149 

Regularly  listens  to  Other  types  of  aualc 

ns 

151 

108 

068 

RR72 

SS61 

-C- 

Father's  reaction 

116 

152 

109 

069 

RR73 

SS62 

-c- 

Mother's  reaction 

117 

153 

110 

070 

-J- 

-J- 

-c- 

Asactiana  of  siblings 

lie 

154 

111 

071 

-c- 

Aaecticne  of  other  relatives 

119 

1SS 

•c 

-k- 

RR7S 

-1- 

-c- 

Reactions  of  Any  friends 

120 

156 

115 

-k- 

AR76 

SS67 

-c- 

Reactions  of  friends  with  other  adlitary  experience 

121 

157 

116 

073 

RR77 

SS68 

-c- 

Reactions  of  friends  with  no  Military  experience 

122 

158 

117 

074 

RR78 

SS69 

-c- 

Reactions  of  spouse /girl friand/boyfri end 

123 

159 

118 

075 

RR79 

6S70 

Reactions  of  hi$t  school  counselor 

124 

160 

119 

076 

RR80 

SS71 

Reactions  of  teachers 

125 

120 

SE73 

-c- 

Reactions  of  ao-warkera 

126 

121 

Reactions  of  fellow  students 

95 

036 

RR41 

SS30 

Mater  of  sibling  ever  in  adlitary 

96 

041 

RR44 

SS33 

Neater  of  friends  enlisted  in  the  Amy 

97 

Rider  of  friends  Billeted  in  other  aervlaes 

98 

037 

RR42 

SS31 

-c- 

Father  ever  in  adlitary 

MM3  SS32  -c— 


Father  atnad  in  Amy  (active) 

Father  aarvad  In  Any  Reserve 
Father  aarvad  in  Any  National  guard 
Father  aarvad  in  Air  Faroe  (active) 

Father  aarvad  in  Air  Faroe  Reeerve  cr  AIR  tfetianal  Guard 
Father  aarvad  in  Davy  (active) 

Father  aarvad  in  Davy  Reserve 
Father  aarvad  in  Marines  (active) 

Father  aarvad  in  Marine  Aaaerve 
Mother  aver  in  adlitary 
Mother  aarvad  in  Any  (active) 

Mother  aarvad  in  Any  Aaaerve 
Mother  aarvad  in  Any  Netiaial  Guard 
Mother  aarvad  in  Air  Faroe  (active) 

Mother  aarvad  in  Air  Faroe  Aaaerve  cr  AIR  Nsticnal  Guard 
Mother  aarvad  in  Navy  (active) 

Mother  aarvad  in  Navy  Aaaerve 
Mother  aarvad  in  Mariner  (active) 

Mother  aarvad  in  Marine  Reserve 
Siblings  ever  in  adlitary 
Siblings  aarvad  in  Any  (active) 

Siblinge  aarvad  in  Any  Mae  an  a 
Siblings  aarvad  in  Any  National  Guard 
Siblings  aarvad  in  Air  Faroe  (active) 

Siblings  aarvad  in  Air  Faroe  Reserve  or  AIR  fhticnal  Guard 
Siblings  aarvad  in  Navy  (active) 


1963  ARJ  SURVEY 


1962  OA  SURVEY 


ITEM  ID 

P06ITI® 

llOi  ID  MC  POSITION 

T159H 

130 

100 

T1S9I 

IX 

100 

T1S9J 

IX 

100 

T16QA 

131 

101 

T160B 

131 

101 

T160C 

131 

101 

T160D 

131 

101 

T160E 

131 

101 

T160F 

131 

101 

TlfaOG 

131 

101 

T160H 

131 

101 

T160I 

131 

101 

T160J 

131 

101 

T161A 

132 

102 

T161B 

132 

102 

T161C 

132 

102 

TI61D 

132 

102 

T161E 

132 

102 

T161F 

132 

102 

T161G 

132 

102 

T16IH 

132 

102 

T161I 

132 

102 

T16U 

132 

102 

T162A 

133 

103 

T162B 

133 

103 

T162C 

133 

103 

T1620 

133 

103 

T162E 

133 

103 

T162F 

133 

103 

T162G 

133 

103 

T162H 

133 

103 

T1621 

133 

103 

T162J 

133 

103 

T163 

134 

129 

104 

T164 

135 

IX 

105 

127 

T165 

IX 

131 

106 

T166 

137 

132 

107 

128 

T167 

IX 

127 

108 

129 

T168 

139 

128 

109 

IX 

T169 

122 

91 

035 

T170 

123 

92 

RR39  CS28 

T171 

124 

93 

T172 

140 

110 

152 

T173 

141 

111 

153 

TI74 

142 

112 

154 

TITS 

143 

113 

ns 

T176A 

144 

114 

196 

T176B 

144 

114 

156 

TI76C 

144 

114 

196 

TI760 

144 

114 

196 

T17CE 

144 

114 

196 

T176F 

144 

114 

196 

TI76C 

144 

114 

196 

T176H 

144 

114 

156  * 

T176I 

144 

114 

196  • 

T1763 

144 

114 

156 

m m  ossamcM 


Siblings  Hmd  In  Navy  Reserve 
Siblings  Mrvad  in  NulM  (activi) 

Sibling  served  in  Marin*  Mmt* 

UhclM/haita  ever  in  solitary 
(JnclM/AtRts  **rv*d  in  Any  (kUw) 

UhclM/Ataita  aarvad  in  Amy  RMm* 

Ihcles/Aunta  aarvad  in  Any  Natichal  Guard 
IhclM/Aistts  aarvad  in  Air  Faroe  (active) 

Uidas/Aunt*  aarvad  in  Air  Fcroa  Dasarva  cx  AIR  Mtianal  Guard 
UhdM/Aunts  aarvad  in  Davy  (activa) 

UidM/Ainta  aarvad  in  Navy  Hasan* 

Uclaa/Aunta  aarvad  in  twrinaa  (activa) 

UrclM/Amta  aarvad  in  Marina  Kaaazva 
8pous*/Priand  avar  in  Miltary 
Spouss /Priand  aarvad  in  Arny  (activa) 
tpouaa/Friand  aarvad  in  Arny  Raaarva 
Spouse/Frisnd  aarvad  in  Any  National  Ouard 
GpauM/Frlend  aarvad  in  Air  Pore*  (activa) 

Spousa/Prland  aarvad  in  Air  Pore*  Raaarva  or  AIR  thtianal  Ouard 
qpouM/Priand  aarvad  in  Navy  (activa) 

•pause /Friend  aarvad  in  Navy  Raaarva 
Bpcuaa/Prland  aarvad  in  Marinas  (activa) 

Spousa/Friand  aarvad  in  Marina  Raaarva 
Bast  Frland  avar  in  adlitary 
Hast  Priand  aarvad  in  Any  (activa) 
last  Priand  aarvad  in  Any  Rsaarva 
Bast  Priand  aarvad  in  Any  National  Ouard 
Bast  Priand  aarvad  in  Air  Pores  (activa) 

Bast  Priand  Mrvad  in  Air  Fora*  Raaarva  or  AIR  tfctianal  Ouard 
BMt  Frland  Mrvad  in  Navy  (activa) 

Bwt  Priand  aarvad  in  Navy  Raaarva 
Bast  Priand  aarvad  in  Marine  (activa) 

BMt  Priand  aarvad  in  Marina  Raaarva 
Father's  hi^ast  school  pad* 

Fatliar'*  hlfrnat  diplona 
NoUmt's  highMt  school  grad* 

HsOmt'b  highaat  diplcss 

Father's  ccciyMtioi 

Mother's  oooyaticn 

Nuitar  of  siblings 

Nmtar  of  siblings  avar  16 

Nurbar  of  oldsr  siblings 

Bifar  of  TV’s  in  household 

Cabla  TV  in  RnnUhcJd 

Nunfeer  of  radios  in  household 

Bifar  of  oars  in  household 

Mother  11  vm  in  housahold 

Father  lives  in  housahold 

Stspaothar  lives  in  housrfnld 

Stepfather  lives  in  Rous  ahold 

Grandparent (a)  live  in  household 

Slbllng(a)  live  in  housahold 

Spouse  11  vm  in  houaahold 

Recruit's  child(ran)  live  in  houaahold 

Others  live  in  houaahold 

Houaahold  anbars  not  applicable 


1963  MU  SURVEY 


1962  DR  SURVEY 


ROI  ID  POSITION  ITttl  ID  MB  F08XTXCN  MOTES  itw  Deswmcn 


11$ 

157 

tt— hold  bill*  fRld  by 

•d 

116 

•d 

039 

KK47 

8836  -b- 

IUrSbM  ^proas  lmm  (MV/?  option) 

133 

«d 

131 

039 

8847 

8836 

tfcMMtold  graaa  Incan*  ( forced  ddn) 

117 

158 

Mamhold  (Wiling 

118 

159  • 

to  i*  ahold  rent  cr  wortgag*  payaant 

119 

160  * 

1 bn* ahold  awnsrahlp 

130 

ISO 

houit  independent*  nUblldwd 

121 

Recruit'*  not  ar  oortgaga  yit 

122 

Result  rant*  cr  house  onanhip 

123 

Result  Mi*  trunapertetien 

89 

Riyaical  condition 

147 

90 

147 

034 

HM5 

8834 

Sis*  of  place  living  than  anliatad 

91 

8R39 

8828 

Unbar  of  children 

81 

School  apart*  p*rtldpetian/l*ad*r*hip 

82 

Sport*  (nan -school )  p*rtidpRtlcn/l**darahlp 

83 

Social  dub  parti  dpatlm/laadsrahlp 

84 

0th«r  dub  parti  dpdion/)  — darshlp 

139 

134 

Rartidpstiau  Varsity  taan  apart* 

139 

134 

Parti dpatiani  Intranural  sport a 

139 

134 

Mrtldpatiani  student  gmmanit. 

139 

134 

participation!  fajaloal  actlviti** 

139 

134 

Partidpatiani  Sarvloa  dub* 

139 

134 

Participation!  Alder  ROTC 

139 

134 

Mtidpatlon  CRraar  erganicatime  (FFA,  4-H.  ate.) 

139 

134 

tartidp*tica»  On  dub 

139 

134 

He  SRrtldpatlcn  in  T193  actlviti** 

140 

13$ 

137 

mrtldpstlcni  Oar,  abtcrcyda,  ate.,  clib 

140 

135 

137 

Mrtidpatlcni  Journalistic  actlviti  as 

140 

13$ 

137 

partidpatiani  Religious  actlviti aa 

140 

135 

137 

Ibrtidpatlcnt  Omunity  actlvltiaa 

140 

135 

137 

mrtidpatient  Social  dub* 

140 

135 

137 

Partidpatiani  Dram  actlvltiaa 

140 

135 

137 

tartidpatioii  Art  actlvltiaa 

140 

135 

137 

iartidpatieni  Rxalgi  languaga  dub* 

140 

135 

137 

Ho  Partidpatian  in  T194  actlvltiaa 

141 

136 

138 

HBOS;  7195  doss  not  apply 

141 

136 

138 

•b  HSDQi  failad  atata  taat 

141 

136 

138 

lb  HSDCt  School  not  accredited 

141 

136 

138 

lb  KSDOi  IRadly  naada 

141 

136 

138 

lb  HSDGi  Eapallad  or  aaqianGad 

141 

136 

136 

Ho  HSDGi  7b  sort 

141 

136 

138 

No  HSDGi  tend,  not  laaming  anything  useful 

141 

136 

136 

Mo  HSDGi  fhrrlad  or  had  a  child 

141 

136 

138 

lb  HSDGi  DlOi't  gat  along  with  paar* 

141 

136 

138 

Ns  HSDGi  Ikilaa  too  strict  or  authority  problana 

134 

129 

132 

049 

8*49 

8838 

Grads*  mda  whan  last  In  school 

13$ 

130 

133 

High  School  program 

136 

131 

134 

paaaadi  Elaraantary  Algabra 

136 

131 

134 

Paasadi  Plan*  Geometry 

136 

131 

134 

pvaaaadi  Suainaa*  mth 

136 

131 

134 

Pasaadi  Computer  adano* 

136 

131 

134 

Paaaadi  Xntanaadiat*  Algabra 

136 

131 

134 

Maaadi  Trigonaaatry 

136 

131 

134 

Paasadi  Calculus 

136 

131 

134 

naaadi  Physic* 

136 

131 

134 

Paaaadi  CDurs*  cornered  aiactridty/aiactronic* 

Paasadi  Calculus 
rtmli  Physic* 

Paaaadi  CDurs*  aoMRTRd  alaexridty/alactronica 


1983  MU  SURVEY 


1982  Eft  SURVEY 


ITEM  10  POSITION  ITEM  ID  WD  (CEITICN  KRES  I  TEN  CEHUPTION 


T196L3 

136 

131 

134 

T199A 

137 

132 

T199B 

137 

132 

T199C 

137 

132 

T199D 

137 

132 

T199E 

137 

132 

T199T 

137 

132 

T199C 

137 

132 

T199H 

137 

132 

T199I 

137 

132 

T199J 

137 

132 

T200A 

142 

137 

139 

T2006 

142 

137 

139 

T200C 

142 

137 

139 

T200D 

142 

137 

139 

T200E 

142 

137 

139 

T20QF 

142 

137 

139 

T200G 

142 

137 

139 

T200H 

142 

137 

139 

T200I 

142 

137 

139 

T200J 

142 

137 

139 

T201 

118 

146 

88 

146 

055 

RR54 

8843 

T202A 

114 

138 

133 

T202B 

114 

138 

133 

T202C 

114 

138 

133 

T202D 

114 

138 

133 

T203 

115 

143 

85 

US 

052 

PR51 

6540 

T204 

116 

144 

B6 

136 

053 

RR52 

SS41 

T205 

117 

145 

87 

054 

RRS3 

T206 

148 

146 

122 

062 

mss 

8844 

T207 

157 

147 

123 

060 

RRS7 

8846 

T208 

158 

148 

124 

T209 

159 

149 

US 

064 

T210 

160 

•a 

** 

066 

-f>- 

C210 

•a 

150 

126 

066 

-o- 

“f>- 

T2U 

149 

138 

140 

T212 

150 

139 

141  • 

T213 

151 

140 

142 

T214 

152 

141 

143 

T215 

153 

142 

144 

T216 

154 

143 

145 

T21T 

155 

144 

T218 

156 

145 

U219 

52 

Q1 

RS17 

RSI  7 

U220 

53 

U221 

54 

U222 

55 

U223 

56 

821 

U224 

57 

U225 

58 

U226 

59 

820 

U227 

60 

U228A 

61 

61 

U228C 

61 

U228D 

- 

61 

look  or  imwI  to  T198  asth  cx  melon* 

High  School  offered  to  tealgn  language 

Did  not  taka  (and/or  paae)  any  offend  language 

Peseadi  Pbench  -  aa  yaar  oily 

Maaadi  rrsnch  -  two  cr  art  years 

Passed i  Danish  -  me  yaar  erily 

Paaaadi  qpanieh  -  tuo  a*  sore  yaara 

Paaaadi  daman  -  aa  yaar  only 

Paaaadi  daman  -  two  or  sera  yarn 

Paaaadi  Latin  •  one  ex  wars  yaara 

Paaaadi  Ochar  Language  -  ana  or  ton  years 

look  no  nen-hi#»  school  votsdh/businaaa  courses 

Took  but  did  not  aaqplota  course 

Ocnpleted  electronics  repair  course 

Completed  appliance  repair  course 

Completed  computer  prograieailsj  course 

Conplatad  conputar  repair  aourea 

Completed  car  repair  ooursa 

Ccmpletad  business /bookkeeping  course 

Completed  sacr star ial/t revel  agent  course 

Ocmpletad  a  oouma  not  listed  in  T200 

Btntianal  aspirations 

TO*  SAT 

TO*  ACT 

Did  not  taka  SAT  or  ACT 
Not  sum  it  took  SAT  or  ACT 
uotach /business  school  accaptanoea 
Collage  anoaptanoaa 

-d-  Reason  Cor  Amy  rather  than  actiool 
Ehploynant  status  Whan  enlisted 
-c-  timber  of  eiployers  alnoa  age  16 
firtsr  of  enployers  In  past  yaar 
Gross  aamlnge  anth  before  mllatnant 
-c-  1962  dtea  earnings 

-c-  1982  Oroee  earnings  (with  typo) 

Type  of  Job  last  workad 
Type  of  Job  alternative  to  enlistment 
Type  of  Job  ejected  efter  anlist— it 
Type  of  jo b  desired  In  ID  yaara 
Type  of  job  exacted  in  10  years 
Type  of  Job  desired  now 

Type  of  job  training  triad  for  at  mlist— it 
Type  of  job  training  in  AIT 
-to-  Amy  ooapmant 

Travel  W las  for  drill 
Travel  tins  ter  drill 
Ttanaportatiai  type  tar  trill 
-a-  Plana  to  transfer  to  regular  active  Arty 

Effect  of  ROIC  siaultansous  aanberahip 
Effect  of  split  training 
•a-  Plana  after  this  mUat— it 

Tam  of  snlist— it/IAR  enlist— it 
Did  not  qualify  for  taw 
laws  not  applicable  for  unit 
Bonus  not  applicable  for  H06 
Did  not  know  about  cash  bn  aw  as 


S20 


A—  1 1 


1983  ARI 

SURVEY 

1982  DA  SURVTy 

ITEM  DCStUPTICN 

nth  id 

P06ITKK 

ITEM  ID  At®  POSITION 

ICTCS 

U228E 

61 

Bonua  for  joining  wit 

U228P 

61 

Bonua  for  M06 

U228C 

61 

Does  not  know  if  got  bonua 

U229A 

62 

Did  not  qualify  for  Ed  Aa*t/loan  Repay 

02296 

62 

Got  bonua  instead  of  Ed  Asst/Loan  Repay 

U229C 

62 

Did  not  know  about  Ed  Asat/loan  Repay 

U229D 

62 

Siyed  ip  for  Ed  Aast/Loan  Repay 

U229E 

62 

Eigiad  cp  fbr  Loan  Rapayaant 

U229F 

62 

Doss  not  know  if  got  Ed  Aaat/Loan  Repay 

U230 

63 

Effect  of  no  lnoentiv* 

U231 

64 

Cash  bonus  anowt 

U232 

65 

SS11 

Important*  of  being  at  ham 

U233 

66 

SS12 

Importance  of  training  -  batter  job 

U234 

67 

-o- 

Importance  of  training  -  pconotion/salary  increase 

U235 

68 

SS15 

Wpertano#  of  training  -  start  new  career 

1)236 

69 

SS16 

Inpcrtano*  of  no  opening*  in  active  Arty 

U237 

70 

SSI  7 

Importance  of  not  qualifying  for  active  Aity 

U238 

71 

SS18 

Importance  of  other  reaacn 

U239 

72 

S67 

-•-* 

Plan*  an  training  aonplaticn  (cbolo*  1) 

U240 

73 

SS20 

reason  for  enlisting  in  unit 

U241A 

74 

Plan*  to  return  to  th*  am  civilian  job 

U241B 

74 

Plan*  on  •  new  civilian  job 

U241C 

74 

plan*  to  return  to  school 

U241D 

74 

Plan*  to  go  to  a  new  school 

U241E 

74 

Plan*  an  neither  school  ncr  work 

U241F 

74 

Hu  not  decided  cn  plan* 

U242A 

151 

Household  clpaode  reported  an  eurvey 

U242B 

151 

Ibusahold  clpaode  reported  in  mliatment  oontract 

U242C 

151 

ttaieahold  tljxnlr  not  known 

U302 

•c 

*c 

112 

SS64 

-c- 

Reaction*  of  regular  Any  friend* 

U303 

•c 

*c 

113 

SS6S 

-c- 

Raactian*  of  Any  R***rve  fri«nd* 

U304 

#c 

*c 

114 

SS66 

Reaction*  of  National  Guard  fr lands 

U318 

7 

Influenced  by  erqrloyer 

U3I9 

•b 

6 

Influenced  by  echoed  exarea  lor  cr  teacher 

U32Q 

2 

Influenced  by  a  relative 

*  Perm  D  differ*  from  Form*  A,  B,  end  C. 

*e  T20,  T21,  T22,  T23  conbined  e*  U320,  I  ten  2  in  Ptm  D 
*b  TIB  end  T19  ccnbined  a*  U319,  Item  6  In  Form  D 

*c  T146  split  in  Pena  D  to  Mi  ebout  reaction*  of  friend*  with  (UXi)  Bagilar  Any,  (U302)  Any  Baaarve,  and  (U303)  Any  national 
Guard  experience 

*d  T178  and  BITS  differ  in  that  T178  bee  a  not  applicable /da  not  know  response 

**  1210  and  C210  differ  in  that  C210  bee  a  Missing  r**pon*e  category 

-a-  Warding  differ*  in  B2  and  S3,  thourft  value  coda*  are  am. 

-b-  Wording  and/or  value  nodaa  differ  in  S3  from  82. 

-c-  Wording  and  value  oodee  differ  In  S3  from  82;  ainoa  83  form  are  an  apeciflc,  oondaneed  T  (CT)  itm  ere  fernad. 

-d-  Warding  and  value  oodee  differ  in  B3  tram  Perm  82-GF  but  not  from  Fbrna  82-2  or  82-4. 

-a-  T24  equivalent  to  a  value  of  2  in  Form*  82-2  and  82-4. 

-f-  Ca*  itm  026.  027,  R24,  R23,  S24,  and  S23  in  82  Survey. 

-9-  See  itm  Oil.  R21,  and  S21  in  82  Survey. 

-h-  Sea  Item  QB9  in  Farm  83-cr 

-i-  See  itm  R28  and  S28  which  oonbina  TU4D  and  TU4E. 

-j-  Sac  itm  RR74  and  SS63  Uilch  ermbina  T144  an]  T14S 
•*-  Sea  itam  072  which  ooMblne*  T146  and  T147 

”l*  , ***'  Ca*Um  *°  7146 '  lt**  *864'  *65'  <**»  “-»)  •"  equivalent  to  itm  0301,  0302,  and 

UJ03  in  Form  83*0* 

9m  Itm  060,  WSO,  «nJ  8639. 

-n-  Ora**  earning*  for  1  year  period  before  anliamnt  can  be  coqutad  fro*  Pcra  83-2  ad  83-4. 

-o-  Baa  itm  SS13  and  SS14  Oiich  ooOlna  to  U234. 

~P~  lea  item  ES24 


U.  S.  ARMY  ADVERTISING  FROM  THE  RECRUITS'  VIEWPOINT 


Because  of  changes  in  the  way  survey  items  were  asked*  it  is  not  possible 
to  directly  compare  many  items  in  the  83  survey  with  similar  items  in  the  1982 
survey.  In  the  1982  survey  recruits  were  asked  only  if  they  remembered  Army 
advertising  (Tables  182*  this  appendix)*  while  in  1983  they  are  first  asked 
either  if  they  remembered  Joint  Service  advertising  (in  form  C,  83  ARI  Survey) 
or  if  they  remembered  Joint  Service*  Air  Force*  Navy*  and  Marine  Corps 
advertising  (in  Forms  A  and  B,  83  ARI  Survey).  In  82*  the  recruits  may  have 
been  responding  to  military  advertising*  not  exclusively  Army;  in  1983*  the 
survey  made  it  plain  that  Army  advertising  is  distinct  from  other  services' 
advertising.  Another  major  change  makes  it  i moossi ble  to  directly  compare  82 
and  83  results.  Because  of  this  change  it  is  not  possible  even  to  interpret 
82-83  changes  as  the  result  of  making  Army  advertising  distinct  from  other 
military  advertising.  In  1982  recruits  were  asked  to  mark  "remember"  or  "not 
remember"  separately  for  each  advertising  media  (Table  2*  Appendix  B);  a 
recruit  uncertain  about  a  media  would  probably  just  skip  that  media  item.  In 
1983  recruits  were  asked  to  mark  all  media  they  remembered  in  a  single 
question  (Table  2);  a  recruit  uncertain  about  a  media  is  counted  as  not 
remembering  it  as  long  as  he  marks  even  one  media  as  remembered  or  marks  that 
he  does  not  remember  any  advertising.  A  final  cautionary  note  on  82-83 
comparisons  must  be  made.  Advertising  questions  were  included  only  in  the 
July  and  August  surveys  in  82;  in  83  advertising  questions  were  included  in 
May*  June*  July*  and  August  surveys. 

While  any  comparison  of  levels  of  responding  in  82  and  83  are  invalid* 
comparisons  of  affects  can  be  made  if  cautiously  interpreted.  That  is*  any 
comparison  of  the  82  percents  with  the  83  percents  is  meaningless  whether  the 
percents  are  for  TOTAL  recall  or  for  recall  by  a  subgroup.  However*  with 
caution  we  may  compare  effects*  e.g.,  if  males  recall  something  better  in  83, 
did  they  recall  it  better  in  82  as  well.  Relationships  can  be  compared  but 
not  amounts.  This  caution  should  be  kept  in  mind  when  comparing  effects 
discussed  in  chapter  2,  Media  Recall  and  Advertising  Response*  with  the  82 
effects  shown  in  tabular  form  in  this  appendix. 

Most  of  the  tables  in  this  appendix  are  from  a  working  paper  (Elig* 
Johnson*  8  Gade*  1983)  but  are  not  otherwise  published.  Year  of  high  school 
graduation  and  combat/noncombat  MOS  were  reanalyzed  for  this  paper. 


TABLE  82-1 


QUESTIONNAIRE  CONTENTS: 

1982  DA  SURVEY  OF  PERSONNEL  ENTERING  THE  ARMY; 

MITH  ADDITIONAL  DATA  SOURCES: 

1 

MEPS  REPORTING  SYSTEM  (MEPRS) 

1979  DOD  SURVEY  OF  PERSONNEL  ENTERING  MILITARY  SERVICE 


2 


1979  DoD 

1982  DA 

Forms 

Forms 

MEPRS 

12  3  4 

0  2  4 

INFORMATION 

B 

A  C 

(GROUND 

INDIVIDUAL  AND  FAMILY  HISTORY 

X 

X 

X 

X 

X 

X 

X 

X 

SSN 

X 

X 

X 

X 

X 

X 

Sex 

X 

X 

X 

X 

X 

X 

Race 

X 

X 

X 

X 

X 

X 

Age/Date  of  Birth 

Respondent's  Family 

X 

X 

X 

X 

X 

Father's  military  history 

X 

X 

X 

X 

Mother's  military  history 

X 

X 

X 

X 

Total  number  of  siblings 

X 

X 

Number  of  siblings  older  than  16 

X 

X 

X 

X 

X 

Sibling's  military  experience 

Resi dence 

X 

X 

X 

X 

X 

Current  state/zip 

X 

X 

X 

X 

X 

Size  of  current  place  lived 

Fami ly  Income 

X 

X 

X 

X 

X 

X 

X 

Total  yearly  income 

X 

X 

X 

X 

X 

Helfare  dependency 

X 

X 

Welf are/unemployment 

MARITAL  HISTORY 

X 

X 

X 

X 

X 

Marital  status  at  contract 

X 

X 

Marital  status  at  accession 

X 

X 

X 

X 

Number  of  dependents 

X 

X 

X 

X 

X 

X 

Number  of  children 

Reference:  MEPCOM  Regulation  18-5. 

2 

Reference’  Doering*  Gri earner*  and  Morse*  1980(a)  1980(b). 


TABLE  82-1  (continoad) 

QUESTIONAIRE  CONTENTS:  1982  DA  Survay  of  Personnel  Entering  the  Army; 

WITH  ADDITIONAL  DATA  SOURCES:  MEPRS  8  1979  DoD  Survey  of  Personnel  Entering 
the  Military  (continued) 


1979  DoD  1982  DA 

Forms  Forms 


MEPRS  1239  029  INFORMATION 


EDUCATIONAL  EXPERIENCE 
When  last  enrolled 
Attainment 

Highest  grade  completed 
Highest  degree  received 
Self-reported  grades 
Vocational,  Technical  or  Business 
Schools 

Applications  and  acceptance 
Attendance  at 
Completion  of 
College  or  University 

Applications  and  acceptance 
Highest  Degree/Diploma  Desired 


LABOR  FORCE  STATUS  AND  EXPERIENCE 
Part  time  or  full  time  work 
Numbers  of  employers 
Most  Recent  Job 

Starting  and  ending  dates 
Hours  worked  per  week 
Earnings  per  hour 
Occupation/i ndustry 
Labor-Force  Status  in  1978 
Income  in  month  before  contracting 
Welfare  dependence 
1981  Income 

Employment  in  Year  Before  Enlisting 
Weeks  worked 

Weeks  looking  (and  not  working) 

Average  hours  worked  in  weeks  worked 
Weekly/hourly  earnings  in  weeks  worked 


TABLE  82-1  (continued) 

QUESTIONAIRE  CONTENTS!  1982  DA  Survey  of  Personnel  Entering  the  Army; 

WITH  ADDITIONAL  DATA  SOURCES:  MEPRS  8  1979  DoD  Survey  of  Personnel  Entering 
the  Military  (continued) 


1979  DoD 

1982  DA 

Forms 

Forms 

12  3  4 

0  2  4 

INFORMATION 

ENLISTMENT 


ENLISTMENT  CHARACTERISTICS 
When  contracted 
When  accessed 
Army  Component 
Term  of  enlistment 
Enlistment  bonus 
Army  College  Fund  recipient 


x  x  x  x 


x  x  x  x 


ENLISTMENT  PROCESS 

Via  toll-free  numbers 
Via  coupons 
Via  recruiter  contact 
Army  Adverti sing/Promotional  Material 
Recognition  of  advertising 
Recognition  of  enlistment  programs 
Job  Selection  Process 
Satisfaction  with  job 
Amount  of  information  from  recruiter 
From  guidance  counselor 
Interaction  with  counselor 


Projected  accession  date  available  in  all  forms. 


Only  personnel  contracting  for  active  duty  were  surveyed. 


:  *  > 


>  W  V 


v.v.v ' 


TABLE  82-1  (continued) 

QUESTIONAIRE  CONTENTS:  1982  DA  Survey  of  Personnel  Entering  the  Army; 

WITH  ADDITIONAL  DATA  SOURCES:  MEPRS  8  1979  DoD  Survey  of  Personnel  Entering 
the  Military  (continued) 


MEPRS 


1979  DoD 
Forms 


12  3  4 


1982  DA 
Forms 


0  2  4 


v 

.  ►  *  *  *  I'm 


K,  , 


INFORMATION 


DECISIONMAKING 


K  ,  . 


Preference  among  services 
Reasons  for  Enlistment 

Reasons  for  choice  of  Reserves/'Guard 
Fairness  of  Army  as  employer 
Civilian  Alternatives  to  Enlistment 
Labor  force  options 
Educational  options 
Plans  for  VEAP  Participation 
Projected  satisfaction  with  military 
Perceived  attitudes  of  others 
toward  enlistment 
Alternative  if  no  cash  bonus 
Alternative  if  no  Army  College  Fund 
Alternative  if  no  two  year  enlistment 


►  *V  % 


SURVEY  QUESTION 


NUMBER  LABEL 


For  25  to  35:  Mark  i  i f  YES 

Mark  2  i f  NO 

In  the  past  six  months  do  you  remember 
seeing*  hearing*  or  receiving  any  Army 
advertising  or  promotional  material: 


25. 

On  television 

R25 

TELEVISION 

26. 

In  magazines 

R26 

MAGAZINE 

27. 

On  the  radio 

R27 

RADIO 

28. 

In  a  newspaper 

R28 

NEWSPAPER 

29. 

In  the  mai 1 

R29 

MAIL 

30. 

In  an  Army  recruiting  station 

R30 

RECRUITING  STATION 

31 . 

At  school 

R31 

AT  SCHOOL 

32. 

From  a  friend 

R32 

FRIEND 

Did  you  ever  respond  to  any  of  these 
adverti sements? 


33.  by  sending  in  a  card 

34.  by  calling  a  toll  free  number 

35.  by  contacting  an  Army  recruiter 


R33 

R34 

R35 


SEND  CARD 
CALL  TOLL  FREE 
CONTACT  RECRUITER 
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Svnopai s  of  Medi a  Recall  2nd 


Rgsosnse  in  1 982 


In  this  section  we  examine  the  proportions  of  Regular  Army  recruits  in 
the  82  aurvey  who  reported  remembering  Army  advertising  and  reeponding  to  it. 
Table  82-2  ahowa  the  exact  wording  of  these  itema  as  they  appeared  in  Form  2 
of  the  1982  DA  Survey.  Also  listed  are  the  variable  names  and  labels  from  the 
data  base  (see  Elig,  1983).  Remembering  Army  advertising  is  reported  by 
various  media  while  response  methods  are  also  reported  separately.  Media 
recognition  and  response  type  is  looked  at  first  as  a  function  of  individual 
recruit  characteristics  (e.g.»  AFQT,  education*  and  gender).  It  is  then 
examined  in  relationtionshi p  to  character? st? cs  of  the  enlistment  contract 
(e.g.*  Initial  Training  MOS,  Army  College  Fund*  and  contract  date).  Each 
percent  reported  in  the  media  recall  tables  is  to  be  interpreted  as  the 
percent  of  recruits  in  the  column  heading  who  reported  remembering  Army 
advertising  in  the  media  listed  in  the  row  heading;  each  percent  can  be 
subtracted  from  100%  to  give  the  percent  who  reported  no  memory  of  Army 
advertising  in  that  medium.  Percents  in  the  response  tables  represent  the 
proportion  of  recruits  in  the  column  heading  who  report  they  responded  to  Army 
advertising/promotional  material  in  the  way  listed  in  the  row  heading;  these 
percents  can  be  subtracted  from  100%  to  give  the  percent  of  recruits  who 
reported  they  did  not  take  that  action. 


In  Table  82-3A,  it  can  be  seen  from  the  TOTAL  column  that  93. 5%  of  the 
Regular  Army  recruits  in  the  sample  report  remembering  Army  advertising  on 
Television  while  only  37.6%  remember  Army  advertising  in  Newspapers.  Thus 
from  the  TOTAL  column  we  can  derive  a  rank  ordering  of  overall  media  recall  as 
defined  by  self-reported  memory  of  Army  advertising  by  media.  However* 
overall  recall  may  be  misleading  in  the  sense  that  there  are  significant 
differences  in  recall  reported  by  recruits  in  different  AFQT  categories.  In 
the  first  row  we  can  see  a  general  trend  of  better  recall  as  a  function  of 
AFQT  category.  As  we  would  expect  higher  AFQT  category  people  have  better 
memories.  This  trend  is  statistically  significant  for  five  of  the  eight 
Media/providers  of  promotional  material.  Only  Friends  as  a  provider  of 
promotional  material  is  unrelated  to  AFQT  category.  Of  great  note*  however* 
is  a  reverse  trend  for  greater  recall  by  lower  AFQT  category  recruits  of 
adverti si ng/promotional  material  thru  the  Mail  and  at  School.  These  reversals 
are  particularly  significant  because  they  are  counter  to  the  majority  of 
research  findings  in  the  psychological  literature  concerning  recall  and  mental 
ability.  At  this  time  we  have  no  indication  of  whether  these  findings  result 
from  targeting  (Q.g.,  counselors  in  school  giving  material  to 
non-college-bound  students)  or  whether  the  lower  AFQT  category  recruits  are 
more  attuned  to  Mailings  or  promotional  material  at  School. 

In  Table  82-3B*  it  can  be  seen  that  the  most  likely  action  of  recruits  in 
response  to  advertising  i s  to  contact  a  recruiter.  Contacting  a  recruiter  is 
unrelated  to  AFQT  category*  however*  sending  a  card  and  calling  a  toll  free 
number  are  more  likely  actions  of  lower  AFQT  rather  than  of  higher  AFQT 
applicants  according  to  self-reports  of  recruits  in  Reception  Stations.  Hhile 
it  is  possible  that  lower  AFQT  people  are  the  most  motivated  to  search  out 
information  on  the  Army  because  of  greater  need  for  a  job  and  or  job  training* 
it  is  too  early  to  make  this  conclusion.  Further  analysis  of  the  data  should 


help  clarify  who  calls  or  sends  a  card  in  terms  of  other  demographic  (e.g. 
education)  and  enlistment  motivation  (e.g.  reasons  for  enlistment). 


Education 

Media  recall  and  Type  of  response  are  broken  down  by  educational 
attainment  in  Tables  82-4A  and  4B.  Remembering  Mail  advertising  and 
responding  by  Sending  Card.  however,  are  related  to  education  in  a  way 
unexpected  based  on  AFQT.  HSDG's  are  more  likely  (than  NHSG's)  to  recall  Mail 
advertising  and  to  respond  by  mail.  Later  analyses  may  indicate  that  Mail 
advertising  and  Mail  response  are  most  likely  among  lower  AFQT  HSDG's. 


Recency  of  Graduation  from  High  School 

Recency  of  high  school  graduation  is  examined  in  relation  to  Media  Recall 
and  Response  Type  in  Tables  82-5A  and  5B.  The  Recency  variable  contrasts  1982 
HSDG's  with  earlier  HSDGs>  including  those  with  postsecondary  education. 

Thus,  this  variable  contrasts  the  high  school  senior  market  with  the  high 
school  grad  market.  Recent  high  school  graduates  in  our  sample  are 
significantly  more  likely  to  recall  promotional  material  in  the  Mail  or  from 
Friends  than  are  other  recruits.  Recent  HSDG's  are  also  more  likely  to 
responded  to  advertising  by  Sending  a  Card.  These  effects  are  as  we  would 
expect  from  AFQT  differences  between  1982  HSDG's  and  other  recruits.  (In  our 
sample.  A73f  of  1982  HSDG's  are  I-IIIA,  while  57X  of  Earlier  recruits  are 
I-IIIA).  The  effects  of  Recency  is.  however,  still  significant  after  removing 
AFQT  effects.  This  indicates  that  Recency  adds  explanatory  power  over  and 
above  AFQT  alono. 

Recent  HSDG's  also  differ  significantly  from  Other  recruits  in  reporting 
better  recall  of  Magazine  advertising.  This  effect  is  a  reversal  of  what 
would  be  expected  just  on  the  basis  of  AFQT.  Differences  unrelated  to  AFQT 
are  greater  recall  of  promotional  material  from  a  Friend  and  less  likelihood 
of  contacting  a  recruiter  by  1982  HSDG's  than  reported  by  Other  recruits. 


Uat  School  Attendance 

The  same  pattern  of  results  is  repeated  in  Tables  82-6A  and  6B  which 
report  differences  in  Media  Recall  and  Response  by  Last  Fulltime  School 
Attendance.  Further  investigation  should  clarify  whether  these  effects  are 
typical  only  of  high  school  graduates  or  of  all  recent  school  attendees 
whether  high  school,  college,  or  trade  school,  and  whether  graduate  or 
nongraduate. 

Agfi  At  Contracting 

Tables  82-7A  and  7B  present  the  recall  of  media  and  response  methods  by 
age  of  recruits  at  contracting.  It  is  not  surprising  that  recall  of 
advertising  in  Newspapers  increases  with  age  while  recall  of  Magazine  and  Mail 
advertising  and  promotional  material  at  Recruiting  Stations,  at  School,  and 
from  Friends  all  decrease  with  age.  Current  Army  advertising  policy  targets 


advertising  in  youth  oriented  madia.  Likewise*  responding  by  Sending  Card 
decreases  with  age  while  response  by  Contacting  Recruiters  increases.  Mail-in 
cards  are  likely  to  be  targeted  at  younger  age  groups  who  are  also  less  likely 
to  take  a  direct  approach  of  making  a  direct  contact. 

Gender 

Only  two  statistically  significant  affects  of  Gender  were  found.  Males 
report  higher  recall  for  Mail  advertising  (see  Table  82-8A).  This  is 
certainly  consistent  with  the  marketing  strategy  of  targeting  mailings  to 
males.  This  affect  is  over  and  above  the  effect  expected  by  AFQT,  i.e., 
greater  recall  of  Mail  advertising  by  lower  AFQT  groups.  However*  males 
report  responding  less  by  Mail  than  do  females  (see  Table  82-8B).  While 
nonsignificant*  females  also  report  higher  reponse  rates  by  Recruiter  Contact 
and  Calling  Toll  Free  Number.  It  is  impossible  to  say  on  the  basis  of  our 
data  why  this  occurs. 

Ethnic  Group 

Advertising  Media  Recall  and  Response  by  different  Ethnic  groups  is 
presented  in  Tables  82-9A  and  9B.  Differences  in  recall  of  Television* 
Magazine*  and  Radio  advertising*  as  well  as  receiving  promotional  material  at 
Recruiting  Stations  and  at  School  seem  to  be  related  to  AFQT.  Ethnic  group 
differences  in  these  variables  disappear  after  removing  the  effects  of  AFQT. 
Ethnic  groups  do  differ  significantly  in  recall  of  Newspaper  and  Mail 
advertising  and  in  self-reports  of  Sending  Cards  after  removing  AFQT  effects. 
In  fact.  Ethnic  Group  differences  may  be  stronger  than  AFQT  affects  on 
responding  by  Sanding  in  a  Card.  Ethnic  Group  differences  in  response  by 
Sending  Cards  may  be  related  to  the  greater  recall  by  minority  groups  of 
Newspaper  advertising.  The  differences  in  recall  of  Newspaper  advertising  by 
Ethnic  Groups  is  a  reversal  of  what  would  be  expected  on  the  basis  of  AFQT. 

I firm  of  Enlistment 

As  can  be  seen  in  Tables  82-1QA  and  10B*  Term  of  Enlistment  is  associated 
with  several  Media  Recalls.  AFQT  is  associated  with  Term  of  Enlistment  and 
seems  an  adequate  explanation  of  the  association  of  Term  with  recall  of 
Television*  Magazine*  Radio*  and  Newspaper  advertising;  these  associations  are 
in  fact  nonsignificant  when  the  effect  of  AFQT  is  removed.  Recruits  with  2 
year  enlistments  have  the  highest  recall  of  Mailed  advertising*  which  is 
clearly  the  reverse  of  what  would  be  expected  on  the  basis  of  AFQT  alone.  Me 
can  only  speculate  at  this  time  that  the  specific  targeting  of  Mailings  is  in 
fact  picking  up  applicants  interested  in  a  2  year  enlistment*  however*  the 
overall  Mailing  program  is  being  sent  to*  or  at  least  being  remembered  more 
by*  lower  AFQT  groups.  One  association  of  Term  and  promotional  material  was 
significant  independent  of  AFQT.  The  three  year  term  recruits  recalled  more 
interactions  with  friends  as  a  source  of  Army  information  than  did  either  the 
two  or  four  year  recruits. 

Initial  Training  MQS 

Tables  82-1 1A  and  11B  present  Media  Recall  and  Response  rates  of  male 
recruits  in  Combat  (CMF's  11*  12*  13*  and  19)  and  NonCombat  (all  other) 


•  -  *  -  *r.  xr.  >  *  -  _  «r\  r.  «r-.  r,  «r.  »r_  *-.  -  _  ■  .  -r.  w-_  .-_  ■_  .  .  .-.  „-_  .-.  .  .-  .-  . 
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MOS’s.  Independent  of  AFQT  is  an  affect  of  NonCombat  recruits  being  more 
likely  to  recall  Television  advertising.  Also  independent  of  AFQT,  is  the 
greater  self-reported  rate  of  recalling  Army  promotional  material  in  the  Mail 
by  NonCombat  recruits. 

Enlistment  Incentives 

Tmo  specific  enlistment  incentives  are  considered  here,  the  Army  College 
Fund  and  Cash  Enlistment  Bonuses.  Eligibility  for  these  incentives  and  when 
eligible  whether  recruits  took  one  or  both  of  the  incentives  were  computed 
from  AFQT,  Education,  MOS,  and  Term  of  Enlistment  in  ARS  records. 

Tables  82-12A  and  12B  show  that  there  are  no  differences  between  ACF 
Takers  and  Eligible  NonTakers  in  Media  Recall  or  Advertising  Response. 

Further  analyses  are  underway  to  determine  if  ACF  NonEligibles  differ  from 
El i gi bles. 

In  Tables  82-13A  and  13B,  the  major  differences  appear  to  be  between 
Bonus  NonEligibles  and  Eligibles  (NonTakers  and  Takers)  and  are  likely  to  be 
related  to  AFQT  differences  between  NonEligibles  and  Eligibles.  Differences 
in  recall  of  Television  and  Radio  advertising  and  promotional  material  at 
Recruiting  Stations  and  at  School  seem  to  be  adequately  explained  by  AFQT 
differences.  However,  the  lower  recall  of  Radio  advertising  and  greater 
response  by  Calling  Toll  Free  Number  of  the  Bonus  NonEligibles  is  of  larger 
magnitude  than  would  be  expected  on  the  basis  of  AFQT  differences. 

Tables  82-14A  and  14B  present  a  4-way  grouping  of  I-IIIA  recruits  who 
took  a  Cash  Bonus,  Army  College  Fund,  Both,  and  Neither.  Since  only  I-IIIA 
recruits  are  considered  in  this  analysis,  AFQT  is  unlikely  to  explain  the 
effects  in  these  tables.  The  most  striking  feature  of  these  tables  is  that 
those  recruits  who  are  ACF  Eligible  (I-IIIA  HSDG)  but  who  take  only  a  Cash 
Bonus  are  very  different  from  the  3  other  groups  of  recrvits  in  these  tables. 
Those  ACF  Eligibles  who  do  not  participate  in  ACF  but  who  do  receive  a  Cash 
Bonus  are  the  least  likely  to  recall  Television  or  Mail  advertising  and  to 
respond  to  advertising  by  Sending  in  a  Card.  It  can  be  speculated  that  these 
individuals  are  not  aware  of  the  ACF  and  that  the  ACF  is  not  being  used  as  a 
tool  to  sell  them  on  a  high  need  MOS.  It  can  also  be  speculated  that  the  lack 
of  awareness  may  be  do  to  a  lack  of  interest  in  college.  Further  analyses  are 
planned  to  try  to  resolve  this  issue. 

Reoion^l  Recruiting  Commands 

Tables  82-15A  and  15B  present  Media  Recall  and  Response  Method  reported 
by  recruits  from  the  five  Regional  Recruiting  Commands.  Significant 
differences  by  RRC  appear  for  recall  of  Radio  and  Mail  advertising  and  of 
promotional  Material  at  School.  Differences  also  appear  in  self-reports  of 
response  by  Sending  Card  and  by  Contacting  Recruiter.  On  the  basis  of  casual 
inspection  it  would  appear  that  certain  Regions  have  recall  levels  beyond  the 
range  expected  on  the  basis  of  AFQT.  For  example,  recall  of  Radio  advertising 
appears  to  be  higher  in  the  Southeast  Region  than  would  be  expected  on  the 
basis  of  AFQT  differences  of  Regions.  These  effects  await  further  analysis  to 
clarify  the  role  of  AFQT  and  other  demographics.  These  analyses  cannot  be 
performed  without  taking  into  account  advertising  expenditures  which  differ 


from  RRC  to  RRC.  Nor  can  they  be  performed  without  taking  into  account  such 
subtle  factors  as  the  difficulty  of  obtaining  high  school  student  lists  in 
California  which  certainly  contributes  to  low  mail  advertising  recall  in  the 
Western  Region. 

Contract  Date 

Tables  82-16A  and  16B  present  media  recall  and  response  type  by  fiscal 
year  quarters  FY81-Q4  thru  FY82-Q3.  The  general  trend  is  for  decreasing 
awareness  for  later  quarters.  We  must  caution  that  this  could  be  an  effect  of 
people  seeking  information  to  support  a  decision  they  have  already  made. 

Basic  research  in  psychology  would  suggest  that  people  seek  to  reduce 
ambiguity  (cognitive  dissonance)  after  the  decision  to  sign  a  contract  by 
seeking  out  advertising  and  paying  attention  to  commercials  which  support 
decisions  already  made.  The  alternative  explanation  that  advertising  is 
having  decreasing  awareness  could  only  be  supported  by  research  measuring 
people  at  the  same  point  in  time  in  the  enlistment  process  (e.g.»  each  person 
surveyed  at  the  point  of  contracting  on  a  regular  basis  for  some  period  of 
time).  Recall  of  Newspaper  advertising  reverses  the  trend  and  is  recalled  at 
a  higher  rate  by  individuals  contracting  in  the  latter  two  quarters.  At  this 
time  we  are  unable  to  speculate  as  to  the  reasons  for  this  reversal  in  trends. 

FY82-Q3  contracted  recruits  diverge  from  the  response  types  reported  by 
the  other  quarters.  It  is  highly  likely  that  this  divergence  is  related  in 
part  to  the  fact  that  FY82-Q3  contracted  recruits  in  our  sample  are  either 
direct  ships  or  spent  limited  time  in  DEP.  For  this  reason  they  are  likely  to 
be  significantly  different  from  recruits  who  have  spent  3  to  12  months  in  the 
DEP.  Further  analyses  are  planned  on  this  topic.  At  this  time  we  are  unable 
to  say  why  there  is  also  a  decline  in  self~reported  response  by  Sending  a  Card 
by  recruits  contracted  in  the  2nd  quarter  of  FY82. 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 

BY  AFQT 


x  d  <  .05 


TABLE  B2-AA 


TABLE  82-5A 


TABLE  82-6A 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  LAST  FULLTIME  SCHOOL  ATTENDANCE 


MEDIA 

LAST  FULLTIME  SCHOOL 

ATTENDANCE 

LAST 

3  MOS 

4-12 

MOS 

MORE  THAN 
12  MOS 

TOTAL 

TELEVISION 

94.0 

93.4 

92.1 

93.5 

i  MAGAZINE 

89.3 

83.3 

80.7 

86.4 

RADIO 

79.7 

81.5 

78.0 

79.5 

NEWSPAPER 

36.2 

40.6 

39.5 

37.6 

!  MAIL 

76.1 

66.7 

49.2 

68.2 

f  RECRUITING  STATION 

90. 1 

86.4 

87. 1 

88.9 

E  AT  SCHOOL 

81.9 

67.4 

37.6 

69.0 

E  FRIEND 

52.9 

50.4 

46.4 

51.0 

NOTE:  RESPONDENTS  ARE 

NPS  RA  RECRUITS  SURVEYED  BY  THE  1982 

DA  SURVEY  (FORM 

2)  ITEMS  R25  THRU 

R32 . 

*  p  <  .05 

TABLE  82-6B 

PROPORTION 

1  RESPONSE  TO  ADVERTISING 

BY  LAST 

FULLTIME  SCHOOL  ATTENDANCE 

LAST  FULLTIME  SCHOOL 

ATTENDANCE 

LAST 

4-12 

MORE  THAN 

RESPONSE  TYPE 

3  MOS 

MOS 

12  MOS 

TOTAL 

x  SEND  CARD 

44.7 

36.7 

27.1 

39.3 

CALL  TOLL  FREE 

12.7 

13.9 

16.0 

13.7 

K  CONTACT  RECRUITER 

76.3 

73.4 

79.6 

76.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982 
DA  SURVEY  (FORM  2)  ITEMS  R33  THRU  R35. 

*  p  <  .05 


TABLE  82-7A 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  AGE  AT  CONTRACTING 


AGE  AT  CONTRACTING 


MEDIA 

17 

18 

19 

20 

21-23 

24+ 

TOTAL 

TELEVISION 

94.9 

93.0 

92.2 

90.6 

92.0 

93.9 

93.5 

X 

MAGAZINE 

90.2 

86.1 

85.2 

ESQ 

81.5 

81.1 

86.3 

RADIO 

80.4 

79.7 

77.4 

76.6 

81.4 

75.2 

79.5 

X 

NEWSPAPER 

35.4 

36.3 

39.7 

34.2 

44.9 

52.3 

37.6 

X 

MAIL 

77.8 

75.0 

63.5 

54.3 

39.6 

27.5 

68.5 

X 

RECRUITING  STATION 

90.2 

88.9 

89.7 

84.8 

88.6 

81.8 

88.9 

X 

AT  SCHOOL 

82.6 

77.2 

58.1 

46.7 

30.4 

22.3 

■xm 

X 

FRIEND 

52.3 

53.0 

50.0 

48.4 

46.4 

36.2 

50.8 

NOTE:  RESPONDENTS 

ARE  NPS  RA 

RECRUITS 

SURVEYED  BY 

THE  1982 

DA  SURVEY 

ITEMS  R25  THRU  R32. 
*  p  <  .05 


TABLE  82-7B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  AGE  AT  CONTRACTING 


RESPONSE  TYPE 

AGE 

AT  CONTRACTING 

TOTAL 

17 

18 

19 

20 

21-23 

24+ 

XSEND  CARD 

49.2 

40.4 

31.2 

25.0 

20.9 

15.4 

39.2 

CALL  TOLL  FREE 

13.0 

12.0 

19. 1 

15.8 

13.6 

15.4 

13.7 

XCONTACT  RECRUITER 

74.9 

74.9 

79.3 

82.0 

82.7 

81.2 

76.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982  DA  SURVEY 
ITEMS  R33  THRU  R35. 

X  p  <  .05 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  ETHNIC  GROUP 


ETHNIC  GROUP 


MEDIA 

WHITE 

BLACK 

HISPANIC 

TOTAL 

x  TELEVISION 

99.7 

92.0 

88.6 

93.6 

X  MAGAZINE 

88.  1 

83.9 

81.1 

86.9 

X  RADIO 

82.7 

79.7 

71.1 

79.8 

X  NEWSPAPER 

36.6 

39.8 

99.3 

37.9 

X  MAIL 

67.6 

7  1.9 

62.9 

68.9 

X  RECRUITING  STATION 

89.9 

86.9 

89.0 

88.7 

X  AT  SCHOOL 

67.9 

72.7 

69.3 

69.0 

X  FRIEND 

97.5 

58.3 

53.0 

50.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982 
DA  SURVEY  (FORM  2)  ITEMS  R25  THRU  R32. 

x  e  <  .05 

TABLE  82-9B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  ETHNIC  GROUP 


ETHNIC  GROUP 


RESPONSE  TYPE 

WHITE 

BLACK 

HISPANIC 

TOTAL 

X  SEND  CARD 

35.  1 

97.5 

95.0 

39. 1 

CALL  TOLL  FREE 

13.1 

15.0 

16.6 

13.8 

CONTACT  RECRUITER 

75.8 

78.8 

78.1 

76.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982 
DA  SURVEY  (FORM  2)  ITEMS  R33  THRU  R35. 


B-18 


TABLE  82-1 1A 


PROPORTION  RESPONSE  TO  ADVERTISING 
BY  MALE  RECRUITS  BY  COMBAT/'NONCOMBAT  MOS 


TRAINING  MOS 


MEDIA 

NONCOMBAT 

COMBAT 

TOTAL 

TELEVISION 

94.0 

91.4 

93.2 

MAGAZINE 

86.8 

85.  1 

86.3 

RADIO 

79.2 

79.0 

79.  1 

NEWSPAPER 

37  .  1 

39.5 

37.8 

MAIL 

70.9 

66.5 

69.6 

RECRUITING  STATION 

88.9 

88.0 

88.6 

AT  SCHOOL 

70.3 

67.0 

69.3 

FRIEND 

50.5 

51.4 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY 
THE  1982  DA  SURVEY  (FORM  2)  ITEMS  R25  THRU 
R32. 

COMBAT  MOS  ARE  IN  CMF*s  11,  12,  13  AND  19. 

*  p  <  .05 

TABLE  82-1  IB 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  MALE  RECRUITS  BY  COMBAT/NONCOMBAT  MOS 


TRAINING  MOS 


RESPONSE  TYPE  NONCOMBAT  COMBAT  TOTAL 


SEND  CARD  39.3  36.1  38.3 
CALL  TOLL  FREE  12.9  15.3  13.6 
CONTACT  RECRUITER  76.7  76.7  76.7 


NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY 
THE  1982  DA  SURVEY  (FORM  2)  ITEMS  R33  THRU 
R35 . 

COMBAT  MOS  ARE  IN  CMF's  11,  12,  13  AND  19. 


*  p  <  .05 


TABLE  82-12A 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  I-IIIA  HSDG  RECRUITS  BY  ARMY  COLLEGE  FUND 


MEDIA 


NONELIGIBLE  ELIGIBLE  TOTAL 


TELEVISION 

MAGAZINE 

RADIO 

NEWSPAPER 

MAIL 

RECRUITING  STATION 
AT  SCHOOL 
FRIEND 


RESPONDENTS  ARE  NPS  I-IIIA  HSDG  RA  RECRUITS 
SURVEYED  BY  THE  1982  DA  SURVEY  (FORM  2) 
ITEMS  R25  THRU  R32. 

ELIGIBILITY  BY  MOS  AND/OR  ENLISTMENT  TERM. 


TABLE  82-12B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  I-IIIA  HSDG  RECRUITS  BY  ARMY  COLLEGE  FUND 


RESPONSE  TYPE  NONELIGIBLE  ELIGIBLE 


SEND  CARD 
CALL  TOLL  FREE 
CONTACT  RECRUITER 


NOTE:  RESPONDENTS  ARE  NPS  I-IIIA  HSDG  RA  RECRUITS 
SURVEYED  BY  THE  1982  DA  SURVEY  (FORM  2) 
ITEMS  R33  THRU  R35. 

ELIGIBILITY  BY  MOS  AND/OR  ENLISTMENT  TERM. 


x  p  <  .05 


x  a  <  .05 


TABLE  82-14A 


■  r_  r,  ^  _  '  R.  ■_  ■_  -.-  -  -.  -.  *7  •  -i 


W " 

•\v>. 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  I-IIIA  HSDG  RECRUITS  BY  TYPE  OF  INCENTIVE 


TYPE  OF 

INCENTIVE 

BOTH 

NEITHER 

BONUS 

ACF  8 

ACF 

ACF 

MEDIA 

TAKER 

BONUS 

ELIGIBLE 

BONUS 

TOTAL 

X  TELEVISION 

90.5 

98.0 

95.2 

97.2 

96.3 

MAGAZINE 

81.0 

88.0 

90.3 

90.6 

89.6 

RADIO 

90.5 

86.7 

87.2 

85.7 

86.7 

NEWSPAPER 

34.9 

42.7 

41.8 

41.9 

41.8 

X  MAIL 

48.8 

61.5 

70.1 

65.7 

66.0 

RECRUITING  STATION 

83.3 

92.6 

90.9 

93.6 

91.9 

AT  SCHOOL 

53.7 

64.0 

68.0 

63.5 

65.2 

FRIEND 

38. 1 

47.2 

50.8 

47.3 

48.5 

NOTE:  RESPONDENTS 

ARE  NPS  I-IIIA  HSDG  RA  RECRUITS 

SURVEYED  BY 

THE  1982  DA 

SURVEY  (FORM 

2)  ITEMS 

R25  THRU 

R32 . 

x  e  <  .05 

TABLE  82-14B 

PROPORTION  RESPONSE  TO  ADVERTISING 
BY  I-IIIA  HSDG  RECRUITS  BY  TYPE  OF  INCENTIVE 


TYPE  OF  INCENTIVE 


RESPONSE  TYPE 

BONUS 

TAKER 

BOTH 

ACF  8 
BONUS 

ACF 

ELIGIBLE 

NEITHER 

ACF 

BONUS 

TOTAL 

X  SEND  CARD 

23.8 

30.9 

38.7 

39.1 

36.5 

CALL  TOLL  FREE 

9.5 

14.6 

10.2 

11.5 

1 1.6 

CONTACT  RECRUITER 

66.7 

77.7 

75.  1 

77.2 

76. 1 

NOTE:  RESPONDENTS 
THE  1982  DA 

ARE  NPS  I-IIIA  HSDG  RA 
SURVEY  (FORM  2)  ITEMS 

RECRUITS 
R33  THRU 

SURVEYED 

R35. 

BY 

Y- 

v 


>r:  t  - 


x  c  <  .05 


> %•  ••  vv  v’vVvV/vV/vV  .*  .*•  *'«  /-  »'• 


'  .*•  >Y  .v  \\  . 


TABLE  82-15A 


TABLE  82-16A 


PROPORTION  RECALL  OF  ADVERTISING/PROMOTIONAL  MATERIAL 
BY  CONTRACT  DATE 


FY8 1  FY82 


MEDIA 

4TH  Q 

1ST  Q 

2ND  Q 

3RD  Q 

TOTAL 

*  TELEVISION 

CM 

O' 

94.5 

95.2 

92.0 

93.5 

X  MAGAZINE 

89.2 

88.9 

89.2 

83.  1 

86.3 

RADIO 

74.7 

79.7 

82.5 

78.5 

79.5 

X  NEWSPAPER 

34.5 

33.2 

39.3 

39.8 

37.6 

X  MAIL 

71.6 

78.6 

70.5 

61.3 

68.5 

RECRUITING  STATION 

89.2 

89.4 

91.0 

87.5 

88.9 

*  AT  SCHOOL 

80.3 

80. 1 

76.1 

57.6 

69.0 

FRIEND 

45.9 

49.6 

51.9 

51.6 

50.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982  DA  SURVEY 
ITEMS  R25  THRU  R32. 

x  p  <  .05 

TABLE  82-16B 


PROPORTION  RESPONSE  TO  ADVERTISING 
BY  CONTRACT  DATE 


RESPONSE  TYPE 

FY81 

4TH  Q 

1ST  0 

FY82 

2ND  Q 

3RD  Q 

TOTAL 

X  SEND  CARD 

49.5 

48.2 

41. 1 

31.7 

39.2 

x  CALL  TOLL  FREE 

13.0 

12.0 

11.4 

15.8 

13.7 

x  CONTACT  RECRUITER 

73.4 

73.9 

75.4 

79.5 

76.8 

NOTE:  RESPONDENTS  ARE  NPS  RA  RECRUITS  SURVEYED  BY  THE  1982  DA  SURVEY 
ITEMS  R33  THRU  R35. 


U.  S.  ARMY  ADVERTISING  FROM  THE  RECRUITS'  VIEWPOINT 


This  appendix  presents  tables  of  radio  and  TV  self~reports  moderated  by 
ethnic  group  identification.  These  self~reports  Mere  given  by  recruits  in  the 
1983  ARI  Survey  of  Recruits.  The  tables  are  discussed  in  chapter  3, 
Self-reported  TV  and  Radio  Habits.  In  addition  to  comments  made  in  that 
chapter  on  the  collection  and  interpretation  of  this  data*  a  few  comments  are 
needed  here  for  interpreting  the  tables  in  this  appendix. 

Tables  in  this  appendix  are  a  different  presentation  of  the  same  data 
presented  as  "audience  shares"  in  Appendix  D.  The  difference  is  that  the 
percentages  reported  in  this  appendix  are  the  percentages  of  recruits  in 
various  categories  Mho  reported  listening  or  Matching  a  particular  program  on 
a  regular  basis.  That  is*  these  tables  are  laid  out  in  the  same  May  as  the 
tables  in  chapter  3.  The  first  tMO  tables  are  repeated  from  that  chapter 
(Tables  19  and  20)  to  set  the  context  for  the  remaining  tables  Mhich  are  also 
broken  out  by  ethnic  group.  Note  also  that  table  numbers  in  Appendix  C  are 
the  same  as  for  the  matching  tables  in  Appendix  D.  Thus  the  H  sizes  for  each 
response  can  be  found  in  the  matching  table  in  Appendix  D. 

Keep  in  mind  that  these  are  not  percentages  of  potential  recruits  nor  of 
a  representative  sample  of  the  non-recruit  population.  These  are  only 
percentages  of  those  Mho  applied  and  Mere  accepted  for  enlistment.  Thus  the 
sample  is  not  representati ve  of  the  young  American  population  because  of 
self-selection  by  application  for  enlistment  and  Army  selection  on  the  basis 
of  education*  AFQT,  physical*  and  laM  violation  standards. 


PROGRAMS 


ITEM  T 140  n= 

DON'T  LISTEN  TO  RADIO 
X  FM  AT  HOME 
x  FM/STEREO  AT  HOME 
X  AM  AT  HOME 
X  FM  IN  THE  CAR 
x  FM/STEREO  IN  THE  CAR 
X  AM  IN  THE  CAR 
x  ALL  NENS 

X  SPORTS  PROGRAMMING 
X  TALK  RADIO 

ITEM  T t A  1  n  = 

DON'T  LISTEN  TO  MUSIC 
x  COUNTRY 

EASY  LISTENING 
x  SOUL 
POP 

X  ALBUM  ROCK 

NEW  WAVE/ROCK. /PUNK 
X  HARD  ROCK 

X  OLDIES  (50'S  OR  60'S) 
x  OTHER 


v' 


TABLE  C-2 


TV  SELF-REPORTS  BY  ETHNIC  GROUP 


PROGRAMS 


ETHNIC  GROUP 


WHITE  BLACK  HISPANIC  OTHER 


• .  > .%  . 
-.TV  ■ 

-\V 

V\‘ 
*>'*>  . 


TOTAL 


ITEM  T 137 


n=  3970 


*  NOT  THESE/NO  REGULAR  TV  31.8 
X  SOLID  GOLD  15.9 

x  SOUL  TRAIN  4.9 

X  AMERICAN  BANDSTAND  9.1 

X  DANCE  FEVER  4.7 

X  MOVIES  ON  NETWORK  TV  34.4 

X  LIKE  SAT.  NIGHT  LIVE  29.7 

X  CABLE  TV  PROGRAMS  34.5 

NIGHTLY  NETWORK  NEWS  23.7 

X  LOCAL  NEWS  31.3 

ITEM  T138  n=  3957 

x  NO  REGULAR  TV  SPORTS  38.1 

PRO  BOWLING  12.4 

x  NFL  SEASON  GAMES  48.7 

x  PLAYOFFS/SUPERBOWL  42.8 

x  COLLEGE  FOOTBALL  27.4 

BASEBALL  SEASON  GAMES  28.4 

PLAYOFFS/WORLD  SERIES  30.6 

X  NBA  BASKETBALL  22.6 

X  COLLEGE  BASKETBALL  20. 5 

X  NHL  HOCKEY  13.2 

ITEM  T 139  n=  393 

X  NO  REGULAR  TV  SPORTS  39.4 

X  WIDE  WORLD  OF  SPORTS  36.1 

X  SPORTS  WORLD  25.7 

X  SPORTS  SUNDAY  24.3 

X  SPORTS  SATURDAY  19.6 

X  MONDAY  NIGHT  FOOTBALL  35.7 

x  WTBS  (TURNER  SYSTEM)  11.6 

X  ESPN  (CABLE  SPORTS)  21.1 

X  USA  NETWORK  SPORTS  10.8 


7.6 

39 

5.9 

20 

4.3 

14 

9.3 

9 

1.3 

8 

5.7 

27 

TABLE  C-3 


RADIO  SELF-REPORTS  BY  GENDER  AND  ETHNIC  GROUP 


WHITE  BLACK 


PROGRAMS 

MALE 

FEMALE 

MALE 

FEMALE 

TOTAL 

ITEM  T 140  n  = 

3599 

368 

903 

131 

5001 

DON'T  LISTEN  TO  RADIO 

5.9 

4.3 

7.0 

4.6 

5.9 

* 

X 

FM  AT  HOME 

24.5 

32.9 

35.9 

54.2 

27.9 

FM/STEREO  AT  HOME 

69.3 

75.3 

65.7 

67.2 

69.0 

AM  AT  HOME 

8.3 

11.4 

24.7 

23.7 

11.9 

« 

FM  IN  THE  CAR 

16.8 

18.8 

24.1 

34.4 

18.7 

FM/STEREO  IN  THE  CAR 

48.5 

47.0 

35.0 

43.5 

45.8 

X 

AM  IN  THE  CAR 

19.3 

16.3 

22.1 

12.4 

ALL  NEWS 

3.2 

2.4 

5.1 

6. 1 

3.5 

X 

SPORTS  PROGRAMMING 

5.2 

1.6 

7.9 

3.8 

5.4 

TALK  RADIO 

2.9 

3.5 

5.  1 

7.6 

3.5 

ITEM  T 14 1  n  = 

3591 

367 

898 

129 

4985 

DON'T  LISTEN  TO  MUSIC 

4.1 

2.2 

3.5 

3.9 

3.8 

X 

COUNTRY 

29.5 

43.6 

8.6 

7.8 

26.2 

« 

X 

EASY  LISTENING 

19.6 

33.0 

19.2 

30.2 

20.8 

X 

SOUL 

9.3 

13.9 

75.7 

76.7 

23.4 

« 

X 

POP 

27.6 

40.3 

29.5 

45.0 

29.3 

ALBUM  ROCK 

41.0 

43.9 

17.0 

18.6 

36.3 

X 

NEW  WAVE/ROCK. /PUNK 

18.8 

31.1 

21.8 

27.9 

20.5 

X 

HARD  ROCK 

45.6 

33.2 

10.2 

10.9 

37.4 

X 

OLDIES  (50'S  OR  60'S) 

29.7 

14.7 

21.7 

19.9 

* 

X 

OTHER 

10.4 

15.5 

14.3 

22.5 

1 1.8 

Note:  Respondents  are 

NPS  RA 

recruits 

surveyed  by  the  1983  ARI  Survey 

GENDER  DIFFERENCES:  * 

C  <  • 

01  among 

Whi tes; 

•  e  <  05 

among  Blacks 

TABLE  C-4 


RADIO 

.  ■  ».*■ 

V; 

C-5 

TABLE  C-5 

SELF-REPORTS  OF  WHITES  BY  EDUCATION 

« 

■/■/V 

| 

EDUCATION 

i  j 

PROGRAMS 

1 

POST  HSDG  NHSG  TOTAL 

•  .**  j. 

•  •  *  *  f. 

.  .A 

TABLE  C-7 


\*\v. 

rX 


TV  SELF-REPORTS  OF  WHITES  BY  EDUCATION 


EDUCATION 


PROGRAMS 


TOTAL 


ITEM  T 137  n  = 

92 

NOT  THESE/NO  REGULAR  TV 

35.9 

SOLID  GOLD 

12.0 

SOUL  TRAIN 

5.4 

AMERICAN  BANDSTAND 

4.3 

DANCE  FEVER 

4.3 

X 

MOVIES  ON  NETWORK  TV 

26. 1 

LIKE  SAT.  NIGHT  LIVE 

23.9 

CABLE  TV  PROGRAMS 

38.0 

NIGHTLY  NETWORK  NEWS 

33.7 

LOCAL  NEWS 

38.0 

ITEM  T 138  n  = 

92 

NO  REGULAR  TV  SPORTS 

47.8 

PRO  BOWLING 

6.5 

X 

NFL  SEASON  GAMES 

40.2 

X 

PLAYOFFS/SUPERBOWL 

23.9 

X 

COLLEGE  FOOTBALL 

34.8 

X 

BASEBALL  SEASON  GAMES 

28.3 

X 

PLAYOFFS/WORLD  SERIES 

29.3 

NBA  BASKETBALL 

23.9 

X 

COLLEGE  BASKETBALL 

21.7 

NHL  HOCKEY 

6.5 

ITEM  T 139  n  = 

91 

NO  REGULAR  TV  SPORTS 

49.5 

WIDE  WORLD  OF  SPORTS 

31.9 

SPORTS  WORLD 

20.9 

SPORTS  SUNDAY 

16.5 

SPORTS  SATURDAY 

14.3 

MONDAY  NIGHT  FOOTBALL 

31.9 

WTBS  (TURNER  SYSTEM) 

15.4 

ESPN  (CABLE  SPORTS) 

20.9 

USA  NETWORK  SPORTS 

8.8 

TABLE  C-8 


TV  SELF-REPORTS  OF  BLACKS  BY  EDUCATION 


EDUCATION 


PROGRAMS 

POST 

HSDG 

NHSG 

TOTAL 

ITEM  T137  n  = 

23 

896 

1 17 

1036 

NOT  THESE/NO  REGULAR  TV 

26.1 

27.5 

29. 1 

27.6 

SOLID  GOLD 

13.0 

36.9 

32.5 

35.9 

SOUL  TRAIN 

39.  1 

45.3 

37 .6 

44.3 

AMERICAN  BANDSTAND 

0.0 

20.0 

17.9 

19.3 

DANCE  FEVER 

17. A 

22.  1 

16.2 

21.3 

MOVIES  ON  NETWORK  TV 

34.8 

36.6 

29. 1 

35.7 

LIKE  SAT.  NIGHT  LIVE 

26.1 

36.9 

24.8 

35.3 

CABLE  TV  PROGRAMS 

43.5 

38.7 

32.5 

38. 1 

NIGHTLY  NETWORK  NEWS 

34.8 

26 . 1 

21.4 

25.8 

LOCAL  NEWS 

47.8 

39.0 

29.9 

38. 1 

ITEM  T 138  n  = 

22 

893 

115 

1030 

NO  REGULAR  TV  SPORTS 

18.2 

20.2 

13.9 

19.4 

PRO  BOWLING 

22.7 

11.3 

18.3 

12.3 

NFL  SEASON  GAMES 

59.1 

62.5 

57.4 

61.8 

PLAYOFFS/SUPERBOWL 

27.3 

26.5 

32.2 

27.2 

COLLEGE  FOOTBALL 

59.1 

53.0 

53.9 

53.2 

BASEBALL  SEASON  GAMES 

45.5 

38.2 

35.7 

38. 1 

PLAYOFFSXWORLD  SERIES 

40.9 

30.5 

33.0 

31.0 

NBA  BASKETBALL 

72.7 

58.0 

57.4 

58.3 

COLLEGE  BASKETBALL 

50.0 

47.0 

47.0 

47 . 1 

NHL  HOCKEY 

13.6 

6.7 

9.6 

7.2 

ITEM  T 139  n  = 

22 

888 

1 14 

1024 

NO  REGULAR  TV  SPORTS 

22.7 

23.  1 

25.4 

23.3 

WIDE  WORLD  OF  SPORTS 

36.4 

44.0 

46.5 

44.  1 

SPORTS  WORLD 

31.8 

37.2 

43.9 

37.8 

SPORTS  SUNDAY 

50.0 

38.  1 

47.4 

39.4 

SPORTS  SATURDAY 

31.8 

32.2 

34.2 

32.4 

MONDAY  NIGHT  FOOTBALL 

59.1 

49.4 

47.4 

49.4 

WTBS  (TURNER  SYSTEM) 

13.6 

14.5 

17.5 

14.8 

ESPN  (CABLE  SPORTS) 

45.5 

27.1 

30.7 

27.9 

USA  NETWORK  SPORTS 

22.7 

16  .6 

21 . 1 

17.2 

Nota  =  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
*  a  <  .05 
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TABLE  C-9 

RADIO  SELF-REPORTS  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

AFQT 

TOTAL 

.  *  ■ 

.v.v: 

4A4B 

3B 

3A 

182 

ITEM  T 140  n  = 

126 

787 

720 

1287 

2920 

DON'T  LISTEN  TO  RADIO 

7 . 1 

6.0 

5.6 

5.4 

5.7 

FM  AT  HOME 

28.6 

26.4 

26.8 

22.0 

24.7 

- 

X  FM/STEREO  AT  HOME 

6  1.1 

64.4 

68.8 

74.3 

69.7 

.  .  . 

AM  AT  HOME 

5.6 

8.0 

8.9 

8.3 

8.3 

FM  IN  THE  CAR 

19.0 

17.8 

18.6 

16.1 

17.3 

' 

x  FM/STEREO  IN  THE  CAR 

38.9 

42.4 

47.4 

56.0 

49.5 

X  AM  IN  THE  CAR 

5.6 

8.6 

11.0 

12.9 

11.0 

X  ALL  NEWS 

4.0 

2.2 

1.8 

4.9 

3.4 

-  v -* 

X  SPORTS  PROGRAMMING 

2.4 

4.7 

4.3 

7.0 

5.5 

Kj  _  . 

TALK  RADIO 

1.6 

2.3 

2.5 

3.7 

2.9 

„  - 

ITEM  T 14 1  n  = 

126 

785 

717 

1289 

2917 

DON'T  LISTEN  TO  MUSIC 

7.9 

3.9 

3.5 

3.4 

3.8 

V-  * 

x  COUNTRY 

34. 1 

33.9 

32.4 

26.4 

30.2 

EASY  LISTENING 

20.6 

18.3 

21.6 

19.9 

20.0 

SOUL 

10.3 

8.0 

11.4 

8.8 

9.3 

x  POP 

19.0 

20.8 

29.8 

34.5 

29.0 

X  ALBUM  ROCK 

31.7 

34.8 

42.8 

46.5 

41.8 

x  NEW  WAVE/ROCK. /PUNK 

12.7 

15.9 

19.4 

23.5 

20.0 

X  HARD  ROCK 

31.0 

43.2 

44.8 

46.6 

44.6 

x  OLDIES  (50'S  OR  60'S) 

14.3 

16.9 

19.9 

22.  1 

19.8 

X  OTHER 

7.9 

6.8 

10.6 

12.6 

10.3 

TABLE  C-10 


C-11 


TABLE  C-11 

TV  SELF-REPORTS  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

182 

TOTAL 

ITEM  T137  n  = 

127 

786 

721 

1289 

2923 

NOT  THESE/NO  REGULAR  TV 

39.4 

29.4 

30.7 

30.9 

30.8 

SOLID  GOLD 

18.1 

18.8 

17.3 

12.7 

15.7 

SOUL  TRAIN 

5.5 

6.0 

5.  1 

2.3 

4. 1 

AMERICAN  BANDSTAND 

11.0 

12.8 

9.7 

5.4 

8.7 

DANCE  FEVER 

6.3 

6.0 

5.3 

2.6 

4.3 

MOVIES  ON  NETWORK  TV 

30.7 

33.0 

37.2 

36.9 

35.6 

LIKE  SAT.  NIGHT  LIVE 

16.5 

27.2 

31.5 

34.8 

31.2 

CABLE  TV  PROGRAMS 

29.9 

33.8 

32.2 

38.6 

35.4 

NIGHTLY  NETWORK  NEWS 

17.3 

19.3 

22.6 

29.7 

24.6 

LOCAL  NEWS 

26  .8 

28.9 

30.8 

34.8 

31.9 

ITEM  T 138  n  = 

126 

783 

716 

1283 

2908 

NO  REGULAR  TV  SPORTS 

38. 1 

33.5 

34.9 

34.9 

34.7 

PRO  BOWLING 

13.5 

13.3 

10.9 

12.6 

12.4 

NFL  SEASON  GAMES 

54.0 

53.1 

51.8 

52.8 

52.7 

PLAYOFFS/SUPERBOWL 

26.2 

31.0 

28.5 

32.5 

30.8 

COLLEGE  FOOTBALL 

39.7 

42.8 

46.6 

49.3 

46.5 

BASEBALL  SEASON  GAMES 

26.2 

28.4 

28.2 

34.5 

30.9 

PLAYOFFS/WORLD  SERIES 

27.0 

30.1 

33. 1 

37.5 

34.0 

NBA  BASKETBALL 

23.0 

24.5 

23.3 

26.2 

24.9 

COLLEGE  BASKETBALL 

17.5 

19.5 

21.1 

27.0 

23.1 

NHL  HOCKEY 

14.3 

14.0 

14.0 

14.7 

14.3 

ITEM  T 139  n  = 

123 

782 

718 

1274 

2897 

NO  REGULAR  TV  SPORTS 

34.1 

30.6 

37.0 

39.3 

36.2 

WIDE  WORLD  OF  SPORTS 

36.6 

38.  1 

40. 1 

36.3 

37.7 

SPORTS  WORLD 

33.3 

29.5 

29.9 

25.0 

27.8 

SPORTS  SUNDAY 

35.0 

28.0 

26.9 

24.7 

26  .6 

SPORTS  SATURDAY 

28.5 

21.2 

21.4 

19.7 

20.9 

MONDAY  NIGHT  FOOTBALL 

34.1 

38.2 

36.9 

40.7 

38.8 

WTBS  (TURNER  SYSTEM) 

12.2 

11.3 

11.7 

14.8 

13.0 

ESPN  (CABLE  SPORTS) 

15.4 

23.5 

20.6 

24.7 

23.0 

USA  NETWORK  SPORTS 

9.8 

12.5 

9.6 

12.5 

11.7 

Note :  Respondents  era  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
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TABLE  C- 12 


TV  SELF-REPORTS  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

182 

TOTAL 

ITEM  T 137  n  = 

121 

420 

156 

92 

789 

NOT  THESE/NO  REGULAR  TV 

31.4 

27.4 

23.1 

29.3 

27.4 

SOLID  GOLD 

27.3 

37.4 

39.7 

28.3 

35.2 

SOUL  TRAIN 

43.0 

44.0 

50.0 

41.3 

44.7 

AMERICAN  BANDSTAND 

11.6 

21.7 

19.9 

15.2 

19.0 

DANCE  FEVER 

14.0 

21.4 

25.0 

14. 1 

20.2 

MOVIES  ON  NETWORK  TV 

28.  1 

36.0 

38.5 

31.5 

34.7 

LIKE  SAT.  NIGHT  LIVE 

25.6 

36.4 

39.1 

39. 1 

35.6 

CABLE  TV  PROGRAMS 

34.7 

37.9 

43.6 

41.3 

38.9 

NIGHTLY  NETWORK  NEWS 

20.7 

24.3 

24.4 

37 .0 

25.2 

LOCAL  NEWS 

30.6 

38. 1 

39.  1 

45.7 

38.0 

ITEM  T 138  n  = 

120 

418 

157 

91 

786 

NO  REGULAR  TV  SPORTS 

17.5 

16.7 

13.4 

19.8 

16.5 

PRO  BOWLING 

13.3 

12.9 

12.7 

11.0 

12.7 

NFL  SEASON  GAMES 

60.0 

66.3 

75.2 

65.9 

67.0 

PLAYOFFS/SUPERBOWL 

25.8 

29.4 

34.4 

26.4 

29.5 

COLLEGE  FOOTBALL 

49.2 

53.3 

66.9 

60.4 

56.2 

BASEBALL  SEASON  GAMES 

35.8 

41.6 

47. 1 

42.9 

42.0 

PLAYOFFS/WORLD  SERIES 

32.5 

31.8 

38.9 

30.8 

33.2 

NBA  BASKETBALL 

51.7 

59.6 

67.5 

61.5 

60.2 

COLLEGE  BASKETBALL 

40.0 

49.3 

56.1 

52.7 

49.6 

NHL  HOCKEY 

6.7 

6.7 

9.6 

8.8 

7.5 

ITEM  T 139  n  = 

120 

418 

154 

91 

783 

NO  REGULAR  TV  SPORTS 

14.2 

20.6 

15.6 

27.5 

19.4 

WIDE  WORLD  OF  SPORTS 

43.3 

45.2 

50.0 

40.7 

45.3 

SPORTS  WORLD 

42.5 

38.8 

43.5 

38.5 

40.2 

SPORTS  SUNDAY 

40.0 

43.3 

41.6 

36.3 

41.6 

SPORTS  SATURDAY 

30.8 

36.6 

33.8 

31.9 

34.6 

MONDAY  NIGHT  FOOTBALL 

55.0 

51.4 

60.4 

51.6 

53.8 

WTBS  (TURNER  SYSTEM) 

11.7 

16.0 

18.2 

15.4 

15.7 

ESPN  (CABLE  SPORTS) 

30.8 

25.8 

35.7 

31.9 

29.2 

USA  NETWORK  SPORTS 

16.7 

16.7 

22.7 

19.8 

18.3 

No La •  Respondents  are 

NPS  RA 

recruits 

su rveyed 

by  the 

1983  ARI  Survey 
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TABLE  C- 14 


RADIO  SELF-REPORTS  OF  BLACKS  BY  AFQT 


PROGRAMS 

4A4B 

t 

3B 

^FQT 

3A 

182 

TOTAL  t 

$ 

vV- 

$ 

Ift 

i 

i£ 

% 

k. 

%  * 

ITEM  T 140  n  = 

124 

512 

246 

152 

1034  r 

DON'T  LISTEN  TO  RADIO 

9.7 

5.5 

7.7 

6.6 

ft, 

6 . 7 

y*- ' 

FM  AT  HOME 

31.5 

38.1 

42.7 

36.8 

38.2 

Le 

FM/STEREO  AT  HOME 

56.5 

66.4 

65.9 

71.7 

65.9 

AM  AT  HOME 

21.0 

27.3 

25.2 

17  .  1 

24.6 

FM  IN  THE  CAR 

19.4 

24.6 

29.7 

26.3 

25.4  •; 

*  FM/STEREO  IN  THE  CAR 

29.8 

33.8 

38.2 

45.4 

36.1 

AM  IN  THE  CAR 

11.3 

18.0 

19.5 

14.5 

17.0 

ALL  NEWS 

4.8 

4.7 

6.1 

5.9 

5 . 2 

SPORTS  PROGRAMMING 

4.0 

8.4 

6.  1 

8.6 

7.4 

TALK  RADIO 

4.0 

4.9 

6.  1 

7.2 

5.4 

ITEM  T 14 1  n  = 

123 

509 

244 

151 

1027 

■ 

DON'T  LISTEN  TO  MUSIC 

5.7 

2.8 

4.5 

2.6 

3.5 

V 

COUNTRY 

10.6 

9.0 

8.6 

4.6 

8.5 

x  EASY  LISTENING 

14.6 

17.9 

25.8 

25.8 

20.5  : 

SOUL 

70.7 

75.6 

76.2 

80.1 

75.9 

ft*. 

x  POP 

19.5 

28.1 

35.2 

46.4 

31.5 

ALBUM  ROCK 

15.4 

15.5 

17  .6 

23.8 

17.2 

- 

X  NEW  WAVE/ROCK. /PUNK 

12.2 

23.0 

23.0 

29.1 

22.6 

A 

*  .  ft 

x  hard  ROCK 

9.8 

8. 1 

11.1 

17.2 

10.3 

<r- 

X  OLDIES  (50'S  OR  60'S) 

8.9 

13.9 

18.4 

21.9 

15.6  V 

OTHER 

11.4 

14.3 

16.4 

19.9 

15.3  £ 

■‘v 

V 

;% 

Note  =  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
*  p  <  .05 


TABLE  C- 15 


TV  SELF-REPORTS  OF  WHITES  BY  AFQT 


AFQT 


PROGRAMS 

4A4B 

3B 

3A 

182 

TOTAL 

ITEM  T 137  n  = 

134 

995 

1 145 

1696 

3970 

NOT  THESE/NO  REGULAR  TV 

38.1 

30.4 

32.1 

31.9 

31.8 

x  SOLID  GOLD 

17.2 

18.6 

17.4 

13.  1 

15.9 

x  SOUL  TRAIN 

6.0 

6. 1 

5.0 

2.8 

4.4 

x  AMERICAN  BANDSTAND 

11.2 

12.3 

10.0 

6.4 

9.1 

X  DANCE  FEVER 

6.0 

6.2 

5.7 

3.1 

4.7 

MOVIES  ON  NETWORK  TV 

30.6 

31.3 

33.9 

37.0 

34.4 

x  LIKE  SAT.  NIGHT  LIVE 

16.4 

26.1 

29.0 

33.4 

29.7 

CABLE  TV  PROGRAMS 

30.6 

33.7 

32.0 

36.9 

34.5 

X  NIGHTLY  NETWORK  NEWS 

17.9 

19.  1 

21.7 

28. 1 

23.7 

LOCAL  NEWS 

26.9 

28.7 

30.3 

33.7 

31.3 

ITEM  T 138  n  = 

133 

991 

1144 

1689 

3957 

NO  REGULAR  TV  SPORTS 

38.3 

34.5 

39.2 

39.4 

38.1 

PRO  BOWLING 

13.5 

13.7 

11.5 

12.2 

12.4 

NFL  SEASON  GAMES 

53.4 

50.6 

47.6 

48.1 

48.7 

PLAYOFFS/SUPERBOWL 

25.6 

29.4 

26.5 

29.4 

28.4 

COLLEGE  FOOTBALL 

39.1 

40.7 

42.3 

44.6 

42.8 

x  BASEBALL  SEASON  GAMES 

25.6 

26.5 

24.  1 

30.3 

27.4 

PLAYOFFS/WORLD  SERIES 

26.3 

28.7 

29.  1 

33.2 

30.6 

NBA  BASKETBALL 

21.8 

23.  1 

20.7 

23.6 

22.6 

x  COLLEGE  BASKETBALL 

16.5 

18.3 

18.2 

23.7 

20.5 

NHL  HOCKEY 

14.3 

13.2 

12.7 

13.6 

13.2 

ITEM  T139  n  = 

130 

988 

1143 

1677 

3938 

X  NO  REGULAR  TV  SPORTS 

33.8 

33.0 

40.2 

43.  1 

39.4 

WIDE  WORLD  OF  SPORTS 

36.9 

36.2 

37.2 

35.2 

36.1 

X  SPORTS  WORLD 

31.5 

27.8 

26.9 

23.  1 

25.7 

SPORTS  SUNDAY 

33.  1 

26.0 

24.2 

22.5 

24.3 

SPORTS  SATURDAY 

27.7 

20.5 

20.4 

17.8 

19.6 

MONDAY  NIGHT  FOOTBALL 

34.6 

36.0 

34.3 

36.6 

35.7 

WTBS  (TURNER  SYSTEM) 

11.5 

11.1 

10.1 

12.8 

11.6 

ESPN  (CABLE  SPORTS) 

15.4 

22.5 

19.6 

21.7 

21 . 1 

USA  NETWORK  SPORTS 

9.2 

12.  1 

9.8 

10.9 

10.8 

TABLE  C- 16 


TV  SELF-REPORTS  OF  BLACKS  BY  AFQT 


PROGRAMS 


TOTAL 


ITEM  T137  n  = 

125 

NOT  THESE/NO  REGULAR  TV 

31.2 

X 

SOLID  GOLD 

27.2 

SOUL  TRAIN 

A3. 2 

AMERICAN  BANDSTAND 

12.8 

X 

DANCE  FEVER 

14.  A 

MOVIES  ON  NETWORK  TV 

28.8 

LIKE  SAT.  NIGHT  LIVE 

26.  A 

CABLE  TV  PROGRAMS 

36.0 

X 

NIGHTLY  NETWORK  NEWS 

21.6 

LOCAL  NEWS 

31.2 

ITEM  T 138  n  = 

123 

X 

NO  REGULAR  TV  SPORTS 

17.1 

PRO  BOWLING 

13.8 

NFL  SEASON  GAMES 

60.2 

PLAYOFFS/SUPERBOWL 

26.0 

COLLEGE  FOOTBALL 

A8.8 

BASEBALL  SEASON  GAMES 

35.8 

PLAYOFFS/WORLD  SERIES 

32.5 

NBA  BASKETBALL 

52.0 

COLLEGE  BASKETBALL 

AO. 7 

NHL  HOCKEY 

7.3 

ITEM  T139  n  = 

123 

X 

NO  REGULAR  TV  SPORTS 

13.8 

WIDE  WORLD  OF  SPORTS 

A4.7 

SPORTS  WORLD 

A3.  1 

SPORTS  SUNDAY 

AO. 7 

SPORTS  SATURDAY 

31.7 

MONDAY  NIGHT  FOOTBALL 

5A.5 

WTBS  (TURNER  SYSTEM) 

12.2 

ESPN  (CABLE  SPORTS) 

30.9 

USA  NETWORK  SPORTS 

17.1 

Nota :  Respondents  are  NPS  RA  racruiLs  survayed  by  the  1983  ARI  Survay. 


*  a  <  .05 


TABLE  C- 17 


RADIO  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS 
BY  YEAR  OF  GRADUATION  AND  ETHNIC  GROUP 


WHITE 

BLACK 

PROGRAMS 

1983  EARLIER 

1983  EARLIER 

ITEM  T 140  n  = 

1639 

972 

412 

273 

DON'T  LISTEN  TO  RADIO 

5.2 

6.8 

4.4 

8.1 

FM  AT  HOME 

25.1 

22.9 

39.6 

32.2 

FM/STEREO  AT  HOME 

71.9 

67  .8 

68.0 

65.2 

AM  AT  HOME 

8.8 

7.4 

28.4 

19.8 

FM  IN  THE  CAR 

17.3 

18.3 

26.5 

23.  1 

FM/STEREO  IN  THE  CAR 

49.0 

37.6 

33.3 

AM  IN  THE  CAR 

11.8 

10.3 

20.4 

11.7 

ALL  NEWS 

2.8 

4. 1 

5.6 

5.1 

SPORTS  PROGRAMMING 

4.9 

6.6 

10.7 

6.2 

TALK  RADIO 

2.5 

3.6 

4.4 

5.9 

ITEM  T 14 1  n  = 

1641 

970 

413 

270 

DON'T  LISTEN  TO  MUSIC 

3.2 

4.7 

2.2 

4.8 

COUNTRY 

29.3 

30.6 

7.7 

8.  1 

EASY  LISTENING 

18.6 

22.0 

21 . 1 

17.0 

SOUL 

8.3 

11.0 

79.9 

75.9 

POP 

29. 1 

29.3 

31.2 

27.4 

ALBUM  ROCK 

42.2 

43.7 

18.2 

15.9 

NEW  WAVE/ROCK. /PUNK 

20.4 

20.0 

23.7 

19.6 

HARD  ROCK 

46.2 

41.3 

10.4 

9.3 

OLDIES  (50'S  OR  60'S) 

18.8 

23.0 

13.8 

14.4 

OTHER 

9.4 

12.2 

13.  1 

13.7 

TABLE  C- 18 


TV  SELF-REPORTS  OF  MALE  POST/HSDG  RECRUITS 
BY  YEAR  OF  GRADUATION  AND  ETHNIC  GROUP 


WHITE 

BLACK 

PROGRAMS  1983  EARLIER 

198 

3 

EARLIER  TOTAL 

ITEM  T137  n  = 

1695 

970 

415  271  3 

NOT  THESE/NO  REGULAR  TV 

30.2 

31.5 

23.6  3 

2.1  2 

9.9 

SOLID  GOLD 

16.8 

13.8 

38.8  3 

0.3  1 

9.8 

SOUL  TRAIN 

4.7 

3.5 

47.7  3 

9.9  1 

2.7 

AMERICAN  BANDSTAND 

9.3 

7.3 

23.1  1 

5.5  1 

na 

DANCE  FEVER 

4.4 

4.2 

22.9  1 

6.6 

7.7 

MOVIES  ON  NETWORK  TV 

36.8 

3 

3.8 

38.3  3 

2.1  3 

5.7 

LIKE  SAT.  NIGHT  LIVE 

31.6 

3 

mm 

4 

9.9  3 

2.2 

CABLE  TV  PROGRAMS 

35.4 

3 

6 . 1 

41.4  3 

8.0  3 

6.6 

NIGHTLY  NETWORK  NEWS 

23.6 

2 

7.2 

25.8  2 

7.3  2 

5.2 

LOCAL  NEWS 

32.0 

3 

2.7 

41.0  3 

6.5  3 

3.7 

ITEM  T 138  n  = 

1635 

968 

411  272  3 

286 

NO  REGULAR  TV  SPORTS 

34.4 

3 

4.6 

1 

4.6  1 

9.  1  3 

0.7 

PRO  BOWLING 

12.8 

1 

2.7 

1 

2.2  1 

4.0  1 

2.8 

NFL  SEASON  GAMES 

52.4 

5 

3.7 

6 

9.8  6 

4.3  5 

in 

PLAYOFFS/SUPERBOWL 

30.9 

3 

3 

1.4  2 

6.8  3 

mm 

COLLEGE  FOOTBALL 

46.5 

4 

7.5 

6 

0.1  5 

4.0  4 

9.1 

BASEBALL  SEASON  GAMES 

29.9 

3 

3.2 

4 

2.6  43.8  3 

3.6 

PLAYOFFS/WORLD  SERIES 

33.5 

3 

5.8 

3 

5.3  33.5  3 

4.4 

NBA  BASKETBALL 

24.6 

2 

5.6 

6 

3.0  60.3  3 

2.7 

COLLEGE  BASKETBALL 

21.8 

2 

5.3 

5 

1.1  49.3  2 

8.8 

NHL  HOCKEY 

14.3 

1 

5.0 

7.3  8.1  1 

3.1 

ITEM  T 139  n  = 

1632 

962 

410  272  3 

276 

NO  REGULAR  TV  SPORTS 

35.9 

1 

8.5  18.4  3 

2.6 

WIDE  WORLD  OF  SPORTS 

36.7 

39.  1 

4 

5.6  46.7  3 

9.3 

SPORTS  WORLD 

28.7 

26.9 

4 

1.2  43.4  3 

ESI 

SPORTS  SUNDAY 

26.4 

27.0 

4 

3.9  41.9  3 

0.1 

SPORTS  SATURDAY 

20.6 

21.3 

3 

6.8  34.6  2 

ssa 

MONDAY  NIGHT  FOOTBALL 

38.2 

40.2 

5 

5.4  54.4  4 

2.3 

WTBS  (TURNER  SYSTEM) 

11.8 

14.8 

1 

5.9  16.9  1 

3.6 

ESPN  (CABLE  SPORTS) 

21.8 

23.7 

2 

8.3  32.4  2 

4. 1 

USA  NETWORK  SPORTS 

11.6 

12.2 

2 

0.2  18.0  1 

3.4 

Note!  Respondents  ere  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
GRADUATION  DIFFERENCES:  X  p  <  .01  among  Whites;  t  p  <  .05  among  Blacks 


C-  19 


TABLE  C-  19 


RADIO  SELF-REPORTS 

OF  WHITE 

MALE 

P0ST/HSDG 

RECRUITS 

BY  REGION 

PROGRAMS 

NE 

SE 

REGION 

SW 

MW 

WEST 

TOTAL 

yyV 

ITEM  T 140  n  = 

581 

497 

452 

964 

421 

2915 

DON'T  LISTEN  TO  RADIO 

5.5 

6.8 

5.5 

5.7 

4.8 

5.7 

.•  V*’**- 

FM  AT  HOME 

23.8 

22.5 

22.1 

25.3 

29.7 

24.7 

FM/STEREO  AT  HOME 

71.1 

7  1.6 

67.5 

70.4 

66.3 

69.7 

.  .  < 

AM  AT  HOME 

7.  1 

5.6 

8.0 

9.4 

10.7 

8.3 

»\  ' 

FM  IN  THE  CAR 

17.7 

17.  1 

18.6 

17.5 

15.0 

17.3 

FM/STEREO  IN  THE  CAR 

50.8 

53.3 

49. 1 

49.6 

43.5 

49.5 

\  V  '. 

AM  IN  THE  CAR 

7.6 

7.4 

11.5 

12.2 

16.2 

10.9 

ALL  NEWS 

2.4 

2.4 

3.8 

3.7 

4.5 

3.4 

-'*'u 

SPORTS  PROGRAMMING 

6.4 

5.0 

4.4 

5.9 

5.2 

5.5 

TALK  RADIO 

2.2 

1.4 

2.7 

3.3 

5.0 

2.9 

.'  *.  *:  * 

ITEM  T 14 1  n  = 

577 

497 

449 

967 

422 

2912 

DON'T  LISTEN  TO  MUSIC 

4.3 

4.6 

3.  1 

3.2 

4.0 

3.8 

.  /• 

COUNTRY 

23.  1 

34.4 

39.9 

29.3 

27.0 

30.2 

*v  ■ 

EASY  LISTENING 

18.5 

17.7 

21.6 

19.5 

23.7 

20.0 

SOUL 

9.2 

10.1 

11.6 

7.9 

9.2 

9.3 

.-V'v 

POP 

25.3 

35.4 

28.1 

29.3 

27.0 

29.0 

ALBUM  ROCK 

44.2 

42.7 

47.2 

38.9 

38.2 

41.8 

NEW  WAVE/ROCK. /PUNK 

19.9 

19.9 

2C.5 

17.5 

25.4 

20.0 

•_*  i-‘ 

HARD  ROCK 

48.7 

41.4 

43.2 

45.2 

42.7 

44.6 

!  “r-r" 

OLDIES  (50'S  OR  60'S) 

22.4 

19.3 

17.6 

18.4 

23.0 

19.9 

i 

OTHER 

12.1 

9.5 

8.7 

9.5 

12.3 

10.3 

Note1  Respondents  ere  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
X  p  <  .01 


.*■ ; 


,.'y-  .M 


ITEM  T 137 


n  =  5 


5 

30 

9 

15 

6 

4 

NOT  THESE/NO  REGULAR  TV  31 
*  SOLID  GOLD  14 

SOUL  TRAIN  4 

AMERICAN  BANDSTAND  6 

DANCE  FEVER  4 

MOVIES  ON  NETWORK  TV  35 

LIKE  SAT.  NIGHT  LIVE  36 

CABLE  TV  PROGRAMS  34 

NIGHTLY  NETWORK  NEWS  23 

LOCAL  NEWS  29 

ITEM  T 138  n  =  5 

NO  REGULAR  TV  SPORTS  33 

x  PRO  BOWLING  13 

NFL  SEASON  GAMES  51 

PLAYOFFS/SUPERBOWL  33 

COLLEGE  FOOTBALL  43 

BASEBALL  SEASON  GAMES  3C 

PLAYOFFS/WORLD  SERIES  36 

X  NBA  BASKETBALL  27 

x  COLLEGE  BASKETBALL  21 

x  NHL  HOCKEY  25 

ITEM  T 139  n  =  3 

NO  REGULAR  TV  SPORTS  36 

WIDE  WORLD  OF  SPORTS  39 

SPORTS  WORLD  3C 

SPORTS  SUNDAY  27 

SPORTS  SATURDAY  21 

MONDAY  NIGHT  FOOTBALL  38 
x  WTBS  (TURNER  SYSTEM)  9 

ESPN  (CABLE  SPORTS)  2 2 

USA  NETWORK  SPORTS  11 


No Lb :  Respondents  era  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


.  •*.  ~\  ■*. «•*_  **.  **, 


x  c  <  .01 


TABLE  C-22 


TV  SELF-REPORTS  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  REGION 


REGION 

PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

TOTAL 

ITEM  T 137  n  = 

143 

325 

149 

132 

39 

788 

NOT  THESE/NO  REGULAR  TV 

36.4 

26.5 

24.2 

23.5 

28.2 

27.4 

SOLID  GOLD 

23.8 

42.5 

36.2 

30.3 

28.2 

35.2 

SOUL  TRAIN 

32.9 

49.2 

51.0 

37.  1 

51.3 

44.7 

AMERICAN  BANDSTAND 

8.4 

22.8 

19.5 

20.5 

17.9 

18.9 

DANCE  FEVER 

11.9 

23.  1 

22.8 

18.9 

17.9 

20.  1 

MOVIES  ON  NETWORK  TV 

32.9 

34.5 

36.2 

34.8 

35.9 

34.6 

LIKE  SAT.  NIGHT  LIVE 

33.6 

35.7 

30.2 

39.4 

48.7 

35.5 

CABLE  TV  PROGRAMS 

35.7 

40.0 

39.6 

36.4 

48.7 

39.0 

NIGHTLY  NETWORK  NEWS 

23.  1 

21.8 

24.8 

32.6 

35.9 

25. 1 

LOCAL  NEWS 

37.8 

36.0 

34.9 

41.7 

53.8 

37.9 

ITEM  T138  n  = 

141 

322 

152 

131 

39 

785 

NO  REGULAR  TV  SPORTS 

17.7 

14.3 

23.0 

13.7 

15.4 

16.6 

PRO  BOWLING 

8.5 

13.7 

10.5 

17.6 

12.8 

12.7 

NFL  SEASON  GAMES 

64.5 

70.8 

60.5 

64.9 

76.9 

67.0 

PLAYOFFS/SUPERBOWL 

30.5 

28.6 

22.4 

34.4 

46.2 

29.6 

COLLEGE  FOOTBALL 

53.9 

59.0 

48.7 

55.7 

71.8 

56.2 

BASEBALL  SEASON  GAMES 

38.3 

43.5 

36.2 

45.0 

53.8 

41.9 

PLAYOFFS/WORLD  SERIES 

34.0 

32.3 

23.7 

40.5 

51.3 

33.2 

NBA  BASKETBALL 

62.4 

61.8 

50.0 

63.4 

66.7 

60. 1 

COLLEGE  BASKETBALL 

44.7 

50.0 

45.4 

54.2 

64.  1 

49.6 

NHL  HOCKEY 

9.2 

6.5 

5.3 

10.7 

7.7 

7.5 

ITEM  T 139  n  = 

142 

322 

149 

131 

38 

782 

NO  REGULAR  TV  SPORTS 

19.7 

19.9 

25.5 

13.7 

10.5 

19.4 

WIDE  WORLD  OF  SPORTS 

46.5 

43.2 

39.6 

50.4 

65.8 

45.4 

SPORTS  WORLD 

38.7 

40.4 

29.5 

46.6 

63.2 

40.2 

SPORTS  SUNDAY 

38.0 

42.2 

34.9 

47.3 

55.3 

41.6 

SPORTS  SATURDAY 

34.5 

35.4 

27.5 

34.4 

55.3 

34.5 

MONDAY  NIGHT  FOOTBALL 

56.3 

55.6 

45.0 

55.0 

60.5 

53.8 

WTBS  (TURNER  SYSTEM) 

12.7 

19.9 

12.  1 

13.0 

15.8 

15.7 

ESPN  (CABLE  SPORTS) 

29.6 

31.4 

22.1 

27.5 

44.7 

29.3 

USA  NETWORK  SPORTS 

18.3 

18.9 

1 1.4 

22.  1 

26.3 

18.3 

TABLE  C-23 


RADIO  SELF-REPORTS  OF  WHITES  BY  REGION 

REGION 


PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

TOTAL 

ITEM  T 140  n  = 

770 

677 

632 

1248 

635 

3962 

DON'T  LISTEN  TO  RADIO 

5.5 

6.4 

5.9 

5.9 

4.9 

5.7 

FM  AT  HOME 

24.9 

22.7 

25.0 

25.0 

29.0 

25.2 

FM/STEREO  AT  HOME 

71.4 

70.2 

67.  1 

70.4 

69.1 

69.8 

AM  AT  HOME 

7.5 

6.4 

8.7 

9.4 

10.4 

8.6 

FM  IN  THE  CAR 

17.3 

15.8 

18.7 

17.2 

15.4 

16 .9 

FM/STEREO  IN  THE  CAR 

48.3 

52.  1 

49.2 

48.4 

43.5 

48.4 

X  AM  IN  THE  CAR 

7  .7 

9.5 

11.7 

11.8 

15.6 

11.2 

ALL  NEWS 

2.  1 

2.5 

3.6 

3.4 

3.8 

3.  1 

SPORTS  PROGRAMMING 

5.5 

4.3 

3.6 

5.4 

4.9 

4.8 

TALK  RADIO 

2.2 

1.8 

2.5 

3.7 

4.4 

3.0 

ITEM  T 14 1  n  = 

766 

675 

627 

1252 

633 

3953 

DON'T  LISTEN  TO  MUSIC 

4.3 

4.3 

3.3 

3.5 

4.3 

3.9 

X  COUNTRY 

24.0 

34.8 

40.2 

30.4 

26.4 

30.8 

EASY  LISTENING 

20.5 

18. 1 

21 . 1 

21.6 

22.6 

20.8 

SOUL 

9.5 

10.5 

10.8 

8.7 

10.  1 

9.7 

X  POP 

26.5 

34.  1 

27.8 

29.0 

26.7 

28.8 

X  ALBUM  ROCK 

42.8 

40.7 

46.7 

38.8 

39.2 

41.2 

NEW  WAVE/ROCK. /PUNK 

20.9 

18.7 

19.9 

18.5 

22.9 

19.9 

HARD  ROCK 

47.8 

42.4 

43.2 

44.7 

43.3 

44.4 

OLDIES  (50 'S  OR  60'S) 

23.2 

19.9 

19.9 

20.0 

22.9 

21.0 

X  OTHER 

13.4 

9.0 

10.2 

9.7 

13.0 

10.9 

Note :  Respondents  are 

NPS  RA 

recruits 

surveyed 

by  the  1983 

ari  : 

Survey. 

TABLE  C-24 


Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
X  p  <  .05 


C-25 


TABLE  C-25 

TV  SELF-REPORTS  OF  WHITES  BY  REGION 


REGION 

PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

TOTAL 

ITEM  T 137  n  = 

768 

679 

635 

1248 

635 

3965 

NOT  THESE/NO  REGULAR  TV 

32.8 

33.3 

30.4 

29.9 

33.5 

31.7 

SOLID  GOLD 

15.4 

17.1 

15.9 

18.3 

10.4 

15.9 

SOUL  TRAIN 

4.3 

4.4 

4.9 

4.6 

3.5 

4.4 

AMERICAN  BANDSTAND 

6.0 

11.3 

9.8 

10.6 

6.9 

9.1 

DANCE  FEVER 

4.6 

4.7 

5.2 

5.2 

3.5 

4.7 

MOVIES  ON  NETWORK  TV 

33.3 

31.7 

38.4 

35.  1 

33.7 

34.5 

LIKE  SAT.  NIGHT  LIVE 

32.9 

28.0 

29.9 

29.6 

28.0 

29.8 

CABLE  TV  PROGRAMS 

32.9 

35.8 

38.7 

32.6 

34.3 

34.5 

NIGHTLY  NETWORK  NEWS 

23.3 

21.1 

26.5 

23.6 

24.4 

23.7 

LOCAL  NEWS 

28.8 

27.8 

32.9 

33.6 

32.0 

31.3 

ITEM  T 138  n  = 

767 

681 

635 

1238 

631 

3952 

NO  REGULAR  TV  SPORTS 

38.3 

35.5 

39.7 

36.5 

42.0 

38.1 

PRO  BOWLING  . 

12.0 

9.5 

12.8 

14.8 

11.3 

12.4 

NFL  SEASON  GAMES 

46.2 

52.0 

48.7 

49.8 

46.4 

48.8 

PLAYOFFS/SUPERBOWL 

29.6 

27.8 

25.5 

31.3 

25.2 

28.4 

COLLEGE  FOOTBALL 

41.9 

43.9 

42.2 

44.3 

40.6 

42.8 

BASEBALL  SEASON  GAMES 

26.2 

29.4 

26.9 

29.5 

23.3 

27.4 

PLAYOFFS/WORLD  SERIES 

32.7 

31.0 

26.8 

32.3 

28.5 

30.7 

NBA  BASKETBALL 

25.0 

18.9 

20.5 

24.3 

22.5 

22.6 

COLLEGE  BASKETBALL 

18.9 

22.9 

18.6 

23.0 

17.1 

20.5 

NHL  HOCKEY 

22.6 

7.9 

8.8 

14.2 

10.1 

13.2 

ITEM  T 139  n  = 

761 

673 

629 

1242 

628 

3933 

NO  REGULAR  TV  SPORTS 

40.9 

38.2 

38.3 

37.4 

43.9 

39.4 

WIDE  WORLD  OF  SPORTS 

37.2 

35.2 

36.6 

37.0 

33.6 

36.1 

SPORTS  WORLD 

27.5 

24.5 

23.1 

27.5 

24.0 

25.7 

SPORTS  SUNDAY 

24.8 

22.7 

22.6 

27.0 

21.5 

24.3 

SPORTS  SATURDAY 

18.9 

16 .8 

19.6 

21.7 

19.3 

19.6 

MONDAY  NIGHT  FOOTBALL 

34.2 

36.6 

37.8 

36.6 

33.3 

35.8 

WTBS  (TURNER  SYSTEM) 

8.0 

17 .4 

13.2 

10.2 

10.7 

1 1 .6 

ESPN  (CABLE  SPORTS) 

19.6 

20.8 

21.5 

21.2 

22.6 

21 . 1 

USA  NETWORK  SPORTS 

11.0 

10.0 

11.1 

11.7 

9.7 

10.9 

Note :  Respondents  ira  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
X  c  <  .01 


’A2 


TABLE  C-26 


TV  SELF-REPORTS  OF  BLACKS  BY  REGION 


Nats'  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
x  p  <  .05 


ITEM  T 137  n  = 

213 

400 

180 

190 

52 

1035 

V. 

X  NOT  THESE/NO  REGULAR  TV 

37.6 

25.0 

23.3 

25.3 

30.8 

27.6 

v  “v  • 

x  SOLID  GOLD 

24.9 

43.0 

37.2 

33.7 

28.8 

35.8 

X  SOUL  TRAIN 

31.0 

50.5 

51.1 

38.4 

48.1 

44.3 

. .. 

X  AMERICAN  BANDSTAND 

1 1.3 

23.0 

17.2 

23.2 

15.4 

19.2 

X  DANCE  FEVER 

14.6 

25.5 

22.2 

20.5 

15.4 

21.3 

MOVIES  ON  NETWORK  TV 

33.3 

36.3 

36.7 

36.8 

32.7 

35.7 

LIKE  SAT.  NIGHT  LIVE 

35.2 

36.5 

27.2 

38.9 

40.4 

35.3 

CABLE  TV  PROGRAMS 

33.3 

40.0 

40.6 

37.4 

38.5 

38.2 

NIGHTLY  NETWORK  NEWS 

24.4 

23.8 

22.2 

32.6 

32.7 

25.7 

LOCAL  NEWS 

35.7 

37.5 

36.7 

40.5 

48.1 

38.1 

k  ^  a  "  • 

,  .  ** 
L  '  .  *  k 

ITEM  T 138  n  = 

208 

397 

183 

189 

52 

1029 

k---- 

X  NO  REGULAR  TV  SPORTS 

25.5 

16.4 

23.0 

16.4 

17.3 

19.4 

r.  • ,  ■ 

kv; 

x  PRO  BOWLING 

7.7 

12.8 

9.3 

19.6 

11.5 

12.3 

%  ,  .  ;  1 

x  NFL  SEASON  GAMES 

53.4 

66.8 

59.0 

60.3 

73.  1 

61.8 

x  PLAYOFFS/SUPERBOWL 

26.4 

26.2 

21.9 

31.2 

42.3 

27.2 

X  COLLEGE  FOOTBALL 

44.7 

57.4 

48.  1 

53.4 

71.2 

53.2 

X  BASEBALL  SEASON  GAMES 

30.8 

41.3 

33.3 

40.2 

50.0 

38.0 

x  PLAYOFFS/WORLD  SERIES 

28.8 

31.5 

21.9 

36.5 

48.1 

31.0 

X  NBA  BASKETBALL 

55.8 

60.7 

48.6 

63.5 

63.5 

58.2 

x  COLLEGE  BASKETBALL 

37.0 

50.4 

43.7 

50.8 

59.6 

47.0 

NHL  HOCKEY 

7.7 

6.3 

4.9 

10.6 

7.7 

7.2 

ITEM  T 139  n  = 

211 

395 

180 

186 

51 

1023 

.,3 

NO  REGULAR  TV  SPORTS 

28.0 

22.8 

27.2 

17.7 

15.7 

23.4 

x  WIDE  WORLD  OF  SPORTS 

43.6 

42.5 

37.2 

52.2 

54.9 

44.2 

x  SPORTS  WORLD 

33.2 

38.5 

28.9 

45.2 

54.9 

37.7 

SPORTS  SUNDAY 

34.1 

39.7 

35.0 

45.7 

49.0 

39.3 

•  ■  *  *  - 

SPORTS  SATURDAY 

31.3 

33.7 

25.6 

33.9 

45.1 

32.4 

\V.‘v 

MONDAY  NIGHT  FOOTBALL 

44.5 

52.7 

45.0 

50.5 

56.9 

49.5 

»>  .*•  m 

WTBS  (TURNER  SYSTEM) 

10.4 

18.7 

12.2 

15.  1 

11.8 

14.9 

ESPN  (CABLE  SPORTS) 

25.6 

30.4 

22.2 

29.6 

33.3 

28.0 

X  USA  NETWORK  SPORTS 

14.7 

18.5 

11.1 

22.6 

19.6 

17.2 

:>& 

C-27 


TABLE  C-27 

RADIO  SELF-REPORTS  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AGE 


ITEM  T 1 AO  n  = 

1263 

666 

325 

186 

295 

168 

2903 

DON'T  LISTEN  TO  RADIO 

A.  8 

5.7 

4.9 

4.3 

6.8 

12.5 

5.6 

FM  AT  HOME 

24.5 

24.6 

21.5 

22.0 

29.5 

28.6 

24.8 

FM/STEREO  AT  HOME 

72.9 

67.1 

72.0 

68.8 

64.  1 

60. 1 

69.6 

AM  AT  HOME 

8.8 

8.6 

6.8 

7.5 

6.4 

10.7 

8.3 

FM  IN  THE  CAR 

16 .2 

16.4 

16.6 

16.7 

23.1 

20.2 

17.2 

FM/STEREO  IN  THE  CAR 

51.9 

47.6 

51.7 

47.8 

47.5 

42.3 

49.6 

AM  IN  THE  CAR 

11.6 

11.1 

6.8 

7.5 

10.8 

18.5 

11.0 

ALL  NEWS 

2.5 

2.6 

3.  1 

4.8 

6.8 

6.0 

3.4 

SPORTS  PROGRAMMING 

4.8 

3.8 

6.8 

5.9 

8. 1 

9.5 

5.5 

TALK  RADIO 

1.8 

3.6 

3. 1 

3.2 

4.4 

5.4 

2.9 

ITEM  T 14 1  n  = 

1262 

667 

321 

188 

294 

168 

2900 

DON'T  LISTEN  TO  MUSIC 

2.7 

3.7 

3.1 

5.3 

5.4 

8.3 

3.8 

COUNTRY 

29.1 

30.0 

27.4 

36.2 

35.0 

31.0 

30.3 

EASY  LISTENING 

16.2 

20.8 

18.7 

22.3 

26.9 

32.7 

20.0 

SOUL 

7.8 

9.6 

7.8 

10.6 

12.6 

14.9 

9.3 

POP 

30.0 

27.4 

24.3 

25.5 

33.0 

34.5 

29. 1 

ALBUM  ROCK 

42.0 

40.3 

44.5 

44.7 

39.8 

41.7 

41.8 

NEW  WAVE/ROCK. /PUNK 

21.9 

18  .  1 

20.2 

17.0 

19.4 

16.7 

20.0 

HARD  ROCK 

47. 1 

47.5 

43.6 

47.3 

32.7 

31.5 

44.4 

OLDIES  (50'S  OR  60'S) 

18.7 

18.1 

19.9 

23.9 

20.7 

28.0 

19.8 

OTHER 

8.2 

10.8 

7.2 

9.6 

14.3 

25.0 

10.3 

Note !  Respondents  are 

NPS  RA 

recruits 

surveyed 

by  the 

1983  ARI 

!  Survey. 

x  2  <  .01 


TABLE  C-29 


TV  SELF-REPORTS  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

TOTAL 

ITEM  T 137  n  = 

1265 

669 

321 

187 

296 

168 

2906 

NOT  THESE/NO  REGULAR  TV 

28.9 

33.2 

29.0 

28.9 

35.  1 

30.4 

30.6 

SOLID  GOLD 

16.3 

16 .6 

15.6 

12.8 

15.9 

11.9 

15.8 

SOUL  TRAIN 

4.3 

4.6 

5.0 

3.7 

3.0 

2.4 

4.2 

AMERICAN  BANDSTAND 

9.7 

9.0 

8. 1 

7.5 

8. 1 

4.8 

8.8 

DANCE  FEVER 

3.9 

5.5 

3.7 

4.3 

4. 1 

4.2 

4.3 

MOVIES  ON  NETWORK  TV 

38.3 

32.1 

35.5 

36.9 

32.  1 

35.7 

35.7 

LIKE  SAT.  NIGHT  LIVE 

34.0 

28.1 

33.6 

30.5 

27.0 

25.6 

31.2 

CABLE  TV  PROGRAMS 

35.3 

34.2 

36.1 

33.2 

37.2 

38.1 

35.4 

NIGHTLY  NETWORK  NEWS 

22.7 

22.3 

23.  1 

27.8 

29.4 

39.9 

24.6 

LOCAL  NEWS 

32.6 

29.0 

26.5 

31.0 

36.5 

40.5 

31.8 

ITEM  T138  n  = 

126  1 

661 

318 

187 

295 

169 

2891 

NO  REGULAR  TV  SPORTS 

34.0 

36.0 

30.2 

31.0 

39.3 

39.6 

34.7 

PRO  BOWLING 

12.8 

10.4 

11.3 

15.0 

14.6 

12.4 

12.4 

NFL  SEASON  GAMES 

52.5 

50.8 

57.9 

57.8 

50.2 

49.7 

52.6 

PLAYOFFS/SUPERBOWL 

32.7 

29.0 

29.9 

29.9 

28.5 

30.2 

30.8 

COLLEGE  FOOTBALL 

46.5 

45.5 

45.6 

54.5 

44.  1 

45.6 

46.4 

BASEBALL  SEASON  GAMES 

30.4 

27.5 

32.4 

38.5 

33.6 

33.1 

31.0 

PLAYOFFS/WORLD  SERIES 

34.0 

30.6 

34.0 

39.6 

34.9 

37.9 

33.9 

NBA  BASKETBALL 

24.7 

22.8 

26.7 

27.8 

25.4 

27.2 

24.9 

COLLEGE  BASKETBALL 

22.3 

20. 1 

24.8 

30.5 

25.4 

25.4 

23.  1 

NHL  HOCKEY 

15.  1 

13.2 

14.2 

15.0 

15.6 

10.7 

14.3 

ITEM  T 139  n  = 

1256 

661 

318 

185 

293 

167 

2880 

NO  REGULAR  TV  SPORTS 

35.4 

38.3 

30.5 

30.8 

39.6 

43.  1 

36. 1 

WIDE  WORLD  OF  SPORTS 

38.3 

33.9 

42.1 

44.9 

36.9 

33.5 

37.7 

SPORTS  WORLD 

28. 1 

26.5 

31.4 

28. 1 

27.3 

24.0 

27.8 

SPORTS  SUNDAY 

25.8 

26.2 

31. 1 

28.  1 

25.9 

23.4 

26.5 

SPORTS  SATURDAY 

20.4 

19.7 

24.8 

21.1 

22.5 

19.2 

20.9 

MONDAY  NIGHT  FOOTBALL 

37.7 

37.7 

42.  1 

40.5 

41.0 

38.9 

38.8 

WTBS  (TURNER  SYSTEM) 

11.5 

10.7 

14.5 

14.  1 

18.8 

18.6 

13.0 

ESPN  (CABLE  SPORTS) 

22.3 

21.9 

24.8 

25.4 

24.9 

22.2 

23.0 

USA  NETWORK  SPORTS 

11.3 

11.0 

11.9 

13.5 

12.3 

13.2 

11.7 

Note !  Respondents  era 

NPS  RA 

recruits 

surveyed  by  the 

1983  ARI  Survey 

*  C  <  .01 
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TABLE  C-30 


TV  SELF-REPORTS  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

TOTAL 

ITEM  T137  n  = 

308 

168 

101 

66 

79 

57 

779 

*  NOT  THESE/NO  REGULAR  TV 

21.1 

28.6 

33.7 

31.8 

38.0 

24.6 

27.2 

x  SOLID  GOLD 

41.2 

33.9 

33.7 

33.3 

32.9 

17.5 

35.4 

SOUL  TRAIN 

48.1 

47.0 

40.6 

40.9 

43.0 

36.8 

44.9 

AMERICAN  BANDSTAND 

22.1 

20.2 

18.8 

12. 1 

20.3 

7.0 

19.1 

DANCE  FEVER 

22.4 

22.6 

14.9 

18.2 

22.8 

10.5 

20.3 

MOVIES  ON  NETWORK  TV 

39.3 

33.9 

32.7 

28.8 

31.6 

29.8 

34.9 

x  LIKE  SAT.  NIGHT  LIVE 

42.5 

35.1 

30.7 

25.8 

36.7 

21.1 

35.8 

CABLE  TV  PROGRAMS 

40.3 

35.1 

38.6 

39.4 

39.2 

42. 1 

38.9 

NIGHTLY  NETWORK  NEWS 

23.4 

28.0 

20.8 

24.2 

27.8 

35.  1 

25.4 

LOCAL  NEWS 

40.9 

32.7 

31.7 

42.4 

35.4 

47.4 

38.0 

ITEM  T 138  n  = 

308 

168 

100 

65 

78 

57 

776 

x  NO  REGULAR  TV  SPORTS 

13.3 

17.9 

19.0 

10.8 

28.2 

14.0 

16.4 

PRO  BOWLING 

12.0 

11.9 

17.0 

12.3 

15.4 

8.8 

12.8 

X  NFL  SEASON  GAMES 

71.8 

65.5 

59.0 

73.8 

52.6 

71.9 

67.0 

PLAYOFFS/SUPERBOWL 

30.8 

27.4 

28.0 

29.2 

29.5 

29.8 

29.4 

COLLEGE  FOOTBALL 

60.4 

50.6 

50.0 

56.9 

50.0 

66.7 

56.1 

BASEBALL  SEASON  GAMES 

42.5 

36.9 

44.0 

43.  1 

47.4 

40.4 

41.9 

PLAYOFFS/WORLD  SERIES 

32.  1 

32.  1 

37.0 

26.2 

37.2 

36.8 

33.  1 

NBA  BASKETBALL 

60.4 

58.3 

59.0 

61.5 

61.5 

63.2 

60.2 

COLLEGE  BASKETBALL 

50.6 

49.4 

40.0 

49.2 

55.  1 

52.6 

49.5 

NHL  HOCKEY 

6.8 

7  .  1 

9.0 

9.2 

5.  1 

10.5 

7.5 

ITEM  T 139  n  = 

304 

167 

101 

64 

79 

58 

773 

NO  REGULAR  TV  SPORTS 

18.4 

23.4 

19.8 

7.8 

22.8 

17.2 

19.1 

WIDE  WORLD  OF  SPORTS 

45.4 

42.5 

47.5 

46.9 

46.8 

48.3 

45.5 

SPORTS  WORLD 

39.8 

37.1 

42.6 

42.2 

44.3 

41.4 

40.4 

SPORTS  SUNDAY 

41.1 

38.9 

47.5 

39.  1 

45.6 

41.4 

41.8 

SPORTS  SATURDAY 

34.5 

32.9 

40.6 

32.8 

36.7 

29.3 

34.7 

MONDAY  NIGHT  FOOTBALL 

53.0 

52.7 

52.5 

57.8 

53.2 

60.3 

53.8 

WTBS  (TURNER  SYSTEM) 

15.5 

14.4 

18.8 

17.2 

15.2 

13.8 

15.7 

ESPN  (CABLE  SPORTS) 

25.3 

26.9 

35.6 

32.8 

34.2 

36.2 

29.4 

USA  NETWORK  SPORTS 

16 .8 

16.  Z 

19.8 

17.2 

27.8 

17.2 

18.2 

Not a ;  Respondents  ara 

NPS  RA 

racrui ts 

survayad 

by  tha 

1983  i 

ARI  Survey 

V.‘  'VTV *?'?? TTTUTT  ,  |  V  V,7  V  ^  V  W,V^’.^.  '.f /W  yj nr  y,  »v  >7 Tl  '-m^ry  nr  vjrir.w  i-FT’rT 


I 


C-31 


TABLE  C-31 


i 


1 


X 

X 


X 

X 

X 


X 

X 

X 

X 


X 

X 

X 


RADIO  SELF-REPORTS  OF 

WHITES  BY  AGE 

AGE 

AT  CONTRACTING 

PROGRAMS 

17  18 

19  20  21-23 

24+ 

TOTAL 

ITEM  T 140  n  = 

1625 

898 

477 

259 

418 

244 

3921 

DON'T  LISTEN  TO  RADIO 

4.6 

5.6 

5.7 

5.0 

7.2 

11.9 

5.7 

FM  AT  HOME 

25.0 

25.3 

23.7 

25.9 

27.3 

28.7 

25.4 

FM/STEREO  AT  HOME 

73.5 

68.2 

7  1.1 

65.3 

65.6 

59.4 

69.7 

AM  AT  HOME 

9.3 

8.7 

7  .  1 

7.7 

6.0 

11.9 

8.6 

FM  IN  THE  CAR 

16.1 

15.9 

18.0 

17.0 

21.1 

17.6 

17.0 

FM/STEREO  IN  THE  CAR 

50.5 

48.0 

49. 1 

47.9 

44.5 

41.8 

48.4 

AM  IN  THE  CAR 

11.9 

10.8 

7.5 

8.5 

11.2 

17.2 

11.2 

ALL  NEWS 

2.5 

2.3 

2.7 

5.0 

5.7 

4.9 

3.  1 

SPORTS  PROGRAMMING 

4.0 

4.3 

5.7 

5.0 

6.7 

7.4 

4.8 

TALK  RADIO 

2.0 

3.5 

3.8 

3.  1 

3.8 

5.7 

3.0 

ITEM  T 14 1  n  = 

1621 

896 

473 

262 

416 

244 

3912 

DON'T  LISTEN  TO  MUSIC 

2.8 

4.0 

3.4 

5.3 

4.8 

8.6 

3.9 

COUNTRY 

30.2 

28.8 

28.  1 

34.0 

34.4 

38.9 

30.9 

EASY  LISTENING 

17.5 

20.1 

19.5 

21.4 

27.4 

36.1 

20.8 

SOUL 

8.5 

10.0 

8.2 

11.1 

11.8 

15.6 

9.8 

POP 

29.9 

26.8 

25.2 

27.5 

30.8 

34.0 

28.8 

ALBUM  ROCK 

40.9 

40.7 

44.2 

44.3 

41.6 

36.9 

41.3 

NEW  WAVE/ROCK. /PUNK 

21.3 

18.8 

22.0 

16.8 

17.5 

17.6 

19.9 

HARD  ROCK 

47 . 1 

48.2 

45.5 

45.0 

32.2 

28.7 

44.3 

OLDIES  (50 »S  OR  60'S) 

19.3 

18.6 

19.7 

25.2 

23.3 

33.6 

20.9 

OTHER 

8.9 

10.5 

9.7 

9.9 

14.7 

23.8 

11.0 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


C-33 


TABLE  C-33 


TV  SELF-REPORTS  OF  WHITES  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 


20  21-23 


24+  TOTAL 


TABLE  C-34 


TV  SELF-REPORTS  OF  BLACKS  BY  AGE 


PROGRAMS 


ITEM  T 137  n  = 

385 

X 

NOT  THESE/NO  REGULAR  TV 

21.8 

X 

SOLID  GOLD 

41.6 

SOUL  TRAIN 

46  .8 

AMERICAN  BANDSTAND 

21.8 

DANCE  FEVER 

23.  1 

MOVIES  ON  NETWORK  TV 

39.7 

X 

LIKE  SAT.  NIGHT  LIVE 

42.6 

CABLE  TV  PROGRAMS 

40.3 

NIGHTLY  NETWORK  NEWS 

24.2 

LOCAL  NEWS 

39.2 

ITEM  T 138  n  = 

384 

X 

NO  REGULAR  TV  SPORTS 

14.8 

PRO  BOWLING 

12.2 

X 

NFL  SEASON  GAMES 

66.7 

PLAYOFFS/SUPERBOWL 

27.3 

COLLEGE  FOOTBALL 

57.8 

BASEBALL  SEASON  GAMES 

38.3 

PLAYOFFS/WORLD  SERIES 

29.4 

NBA  BASKETBALL 

59.1 

COLLEGE  BASKETBALL 

48.7 

NHL  HOCKEY 

6.5 

ITEM  T 139  n  = 

379 

NO  REGULAR  TV  SPORTS 

22.2 

WIDE  WORLD  OF  SPORTS 

43.3 

SPORTS  WORLD 

36.4 

SPORTS  SUNDAY 

39.3 

SPORTS  SATURDAY 

31.9 

MONDAY  NIGHT  FOOTBALL 

49.1 

WTBS  (TURNER  SYSTEM) 

14.2 

ESPN  (CABLE  SPORTS) 

24.8 

USA  NETWORK  SPORTS 

15.6 

AGE  AT  CONTRACTING 


20  21-23  24+  TOTAL 


Notpj  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 
X  p  <  .05 
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U.  S.  ARMY  ADVERTISING  FROM  THE  RECRUITS'  VIEWPOINT 


APPENDIX  D •  TABLES  OF  AUDIENCE  SHARES 


Thi s  appendix  presents  tables  of  audience  shares  for  radio  and  TV 
programs  for  which  self-reports  ware  given  by  recruits  in  the  1983  ARI  Survey 
of  Recruits.  Tables  in  this  appendix  are  to  supplement  tables  in  Appendix  C 
by  presenting  the  data  as  row  percents  rather  than  column  percents.  These 
tables  are  discussed  in  chapter  3,  Self-reported  TV  and  Radio  Habits.  In 
addition  to  comments  made  in  that  chapter  on  the  collection  and  interpretation 
of  this  data*  a  few  comments  are  needed  here  for  interpreting  the  tables  in 
thi s  appendi x . 

Tables  in  this  appendix  present  "audience  shares”  which  we  define  here  to 
be  the  percentages  of  recruits  in  various  categories  who  reported  listening  or 
watching  a  particular  program  on  a  regular  basis.  Percentages  add  across  rows 
to  1002  of  the  total  listed.  For  example*  in  Table  D-2,  of  the  NPS  RA 
recruits  who  said  they  watched  College  Basketball,  59. 6%  are  White*  35. 6X  are 
Black*  2.4X  are  Hispanic*  and  2.4X  are  Other.  These  percentages  are  compared 
to  the  percents  of  those  answering  Item  T138  who  are  White  (74. 2X),  Black 
(19. 3X),  Hispanic  (3.6X),  and  Other  (2.9X).  This  comparison  shows  how  much 
larger  the  audience  share  for  College  Basketball  is  for  Blacks  than  would  be 
predicted  just  by  their  percentage  of  the  recruits;  likewise  the  audience 
share  of  Whites  is  smaller  than  is  their  percentage  of  the  recruits. 

The  H  sizes  are  given  for  each  response  only  as  an  indication  of  how  many 
recruits  are  in  the  row  percentages.  However*  each  item  is  based  on  the  total 
M  for  the  item*  since  everyone  answering  the  item  answered  every  response  by 
either  marking  each  response  or  not  marking  it. 

Keep  in  mind  that  these  are  not  audience  shares  of  potential  recruits  nor 
of  a  representative  sample  of  the  non-recruit  population.  These  are  only 
audience  shares  of  those  who  applied  and  were  accepted  for  enlistment.  Thus 
the  sample  is  not  representati ve  of  the  young  American  population  because  of 
self-selection  by  application  for  enlistment  and  Army  selection  on  the  basis 
of  education*  AFQT*  physical*  and  law  violation  standards. 


D-t 


TABLE  D-1 


RADIO  AUDIENCE  SHARES  BY  ETHNIC  GROUP 


PROGRAMS 


ITEM  T 140 

DON'T  LISTEN  TO  RADIO 

*  FM  AT  HOME 

*  FM/STEREO  AT  HOME 
X  AM  AT  HOME 

x  FM  IN  THE  CAR 
X  FM/STEREO  IN  THE  CAR 
X  AM  IN  THE  CAR 
X  ALL  NEWS 

X  SPORTS  PROGRAMMING 
X  TALK  RADIO 

ITEM  T 14 1 

DON'T  LISTEN  TO  MUSIC 
X  COUNTRY 

EASY  LISTENING 
X  SOUL 
POP 

X  ALBUM  ROCK 

NEW  WAVE/ROCK. /PUNK 
X  HARD  ROCK 

X  OLDIES  <50'S  OR  60'S) 
X  OTHER 


ETHNIC  GROUP 


WHITE  BLACK  HISPANIC  OTHER 


4.2 

644 

2.  1 

990 

2.0 

2398 

2.9 

658 

3.2 

188 

0.7 

274 

*  r  s 

1 .  1 

182 

2.9 

5332 

5.7 

211 

«  • 

2.  1 

1376 

4.1 

1 1 18 

v 

3.4 

1266 

3.0 

1554 

2.3 

1899 

3.0 

1093 

t.**  * 

1.9 

1956 

3.8 

1081 

■ .  *.* 

4.0 

654 

*  *  *  " 

( 

l 

1  D-2 

.• 

»*. 

» 

I 

TO 
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TABLE  D-2 

TV  AUDIENCE  SHARES  BY  ETHNIC  GROUP 

1 

> 

* 

i 

PROGRAMS 

WHITE 

ETHNIC  GROUP 

BLACK  HISPANIC 

OTHER 

N 

,\v; 

!y>.- 

V  V 

1 

ITEM  T 137  n= 

397  0 

1036 

195 

155 

5356 

r  i" 

•  *  * 

t 

X 

NOT  THESE/NO  REGULAR  TV 

31.8 

27.6 

39.5 

36.8 

31.4 

v'v 

■ 

X 

SOLID  GOLD 

15.9 

35.9 

20.5 

22.6 

20.  1 

1 

X 

SOUL  TRAIN 

4.4 

44.3 

14.9 

10.3 

12.7 

l 

X 

AMERICAN  BANDSTAND 

9.  1 

19.3 

9.7 

9.7 

11.1 

X 

DANCE  FEVER 

4.7 

21.3 

8.7 

8.4 

8.2 

■/ 

X 

MOVIES  ON  NETWORK  TV 

34.4 

35.7 

27.2 

29.7 

34.3 

*  • 

X 

LIKE  SAT.  NIGHT  LIVE 

29.7 

35.3 

16.9 

22.6 

30.2 

*  j 

X 

CABLE  TV  PROGRAMS 

34.5 

38.1 

25.6 

29.7 

34.7 

#  1  ■  • 

i 

NIGHTLY  NETWORK  NEWS 

23.7 

25.8 

19.0 

23.2 

23.9 

r 

•* 

X 

LOCAL  NEWS 

31.3 

38. 1 

29.2 

32.9 

32.6 

*• 

ITEM  T 138  n= 

3957 

1030 

192 

154 

5333 

X 

NO  REGULAR  TV  SPORTS 

38.1 

19.4 

37.0 

39.0 

34.5 

i 

PRO  BOWLING 

12.4 

12.3 

10.9 

6.5 

12.2 

L. 

X 

NFL  SEASON  GAMES 

48.7 

61.8 

35.9 

42.2 

50.6 

X 

PLAYOFFS/SUPERBOWL 

42.8 

53.2 

35.4 

41.6 

44.5 

X 

COLLEGE  FOOTBALL 

27.4 

38. 1 

16.  1 

20.8 

28.9 

BASEBALL  SEASON  GAMES 

28.4 

27.2 

25.5 

22.7 

27.9 

_ 

PLAYOFFS/WORLD  SERIES 

30.6 

31.0 

25.0 

28.6 

30.4 

1 

X 

NBA  BASKETBALL 

22.6 

58.3 

26.0 

31.2 

29.9 

L.;. 

X 

COLLEGE  BASKETBALL 

20.5 

47.1 

17.2 

21.4 

25.6 

X 

NHL  HOCKEY 

13.2 

7.2 

10.4 

11.0 

11.9 

ITEM  T 139  n= 

3938 

1024 

191 

153 

5306 

i  *  .  * 

> 

X 

NO  REGULAR  TV  SPORTS 

39.4 

23.3 

39.3 

37.3 

36.3 

t 

X 

WIDE  WORLD  OF  SPORTS 

36  .  1 

44.  1 

36.  1 

41.8 

37.8 

*- 

X 

SPORTS  WORLD 

25.7 

37.8 

27.2 

26 . 1 

28.1 

*'»  * 

•. 

X 

SPORTS  SUNDAY 

24.3 

39.4 

22.5 

27.5 

27.2 

\  \ 

X 

SPORTS  SATURDAY 

19.6 

32.4 

21.5 

24.8 

22.3 

* 

X 

MONDAY  NIGHT  FOOTBALL 

35.7 

49.4 

26.7 

31.4 

37.9 

/ 

• 

X 

WTBS  (TURNER  SYSTEM) 

1 1.6 

14.8 

6.3 

5.9 

1 1 .8 

i 

X 

ESPN  (CABLE  SPORTS) 

21. 1 

27.9 

28.4 

16.3 

21.8 

y 

X 

USA  NETWORK  SPORTS 

10.8 

17.2 

15.2 

19.2 

1 1.8 

Note !  Respondents  are 

NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

.  •"»  * 
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v 
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TABLE  D-3 


D-4 


ITEM  T 137 

72.0 

NOT  THESE/NO  REGULAR  TV 

72.8 

X 

SOLID  GOLD 

55.0 

SOUL  TRAIN 

25.0 

X 

AMERICAN  BANDSTAND 

54.7 

* 

X 

DANCE  FEVER 

38.5 

* 

MOVIES  ON  NETWORK  TV 

70.4 

« 

LIKE  SAT.  NIGHT  LIVE 

70.5 

CABLE  TV  PROGRAMS 

70.8 

* 

NIGHTLY  NETWORK  NEWS 

71.4 

LOCAL  NEWS 

68.8 

ITEM  T138 

72.0 

X 

NO  REGULAR  TV  SPORTS 

75.3 

X 

PRO  BOWLING 

74.6 

X 

NFL  SEASON  GAMES 

71.1 

X 

PLAYOFFS/SUPERBOWL 

75.7 

X 

COLLEGE  FOOTBALL 

7  1.0 

X 

BASEBALL  SEASON  GA*""S 

70.1 

X 

PLAYOFFS/WORLD  SL 

75.  1 

X 

NBA  BASKETBALL 

57.0 

X 

COLLEGE  BASKETBALL 

60.0 

X 

NHL  HOCKEY 

83.3 

ITEM  T139 

72.0 

X 

NO  REGULAR  TV  SPORTS 

74.2 

X 

WIDE  WORLD  OF  SPORTS 

70.2 

X 

SPORTS  WORLD 

68.2 

X 

SPORTS  SUNDAY 

67.2 

X 

SPORTS  SATURDAY 

66.6 

X 

MONDAY  NIGHT  FOOTBALL 

70.0 

X 

WTBS  (TURNER  SYSTEM) 

72.3 

X 

ESPN  (CABLE  SPORTS) 

70.6 

X 

USA  NETWORK  SPORTS 

67.8 

'»] 


T 


i 


TABLE  D-5 


RADIO  AUDIENCE  SHARES  OF  WHITES  BY  EDUCATION 


EDUCATION 


PROGRAMS 

POST 

HSDG 

NHSG 

N 

ITEM  T 140 

2.3 

80.4 

17.2 

3967 

DON'T  LISTEN  TO  RADIO 

4.4 

75.8 

19.8 

227 

FM  AT  HOME 

2.6 

81.1 

16.3 

1001 

x  FM/STEREO  AT  HOME 

1.9 

8  1.4 

16 .6 

2770 

AM  AT  HOME 

2.4 

80.8 

16  .8 

339 

FM  IN  THE  CAR 

3.  1 

82.  1 

14.7 

672 

FM/STEREO  IN  THE  CAR 

2.  1 

82.  1 

15.8 

1918 

X  AM  IN  THE  CAR 

4.7 

82.9 

12.4 

444 

ALL  NEWS 

4.9 

81.3 

13.8 

123 

SPORTS  PROGRAMMING 

1.6 

84.9 

13.5 

192 

TALK  RADIO 

3.4 

78.2 

18.5 

1 19 

ITEM  T 14 1 

2.3 

80.5 

17.2 

3958 

x  DON'T  LISTEN  TO  MUSIC 

4.5 

72.  1 

23.4 

154 

COUNTRY 

2.  1 

83.1 

14.8 

1219 

X  EASY  LISTENING 

4.  1 

81.0 

14.9 

825 

SOUL 

3.6 

78.8 

17.6 

386 

x  POP 

3.  1 

83.9 

13.1 

1140 

ALBUM  ROCK 

2.3 

82.2 

15.6 

1633 

x  NEW  WAVE/ROCK. /PUNK 

1.9 

86.3 

1 1.8 

788 

X  HARD  ROCK 

1.4 

79.3 

19.3 

1759 

OLDIES  (50'S  OR  60'S) 

3.2 

79.2 

17.5 

832 

x  OTHER 

4.9 

78.0 

17.  1 

432 

EDUCATION 


PROGRAMS 

POST 

HSDG 

NHSG 

N 

ITEM  T 140 

2.2 

86.6 

1 1.2 

1034 

DON'T  LISTEN  TO  RADIO 

1.4 

76.8 

21.7 

69 

FM  AT  HOME 

2.5 

86  .6 

10.9 

395 

FM/STEREO  AT  HOME 

2.  1 

86.5 

11.5 

681 

AM  AT  HOME 

1.2 

89.0 

9.8 

254 

FM  IN  THE  CAR 

2.3 

87.5 

10.3 

263 

FM/STEREO  IN  THE  CAR 

2. 1 

86.3 

11.5 

373 

AM  IN  THE  CAR 

1.7 

89.8 

8.5 

176 

ALL  NEWS 

5.6 

83.3 

11.1 

54 

SPORTS  PROGRAMMING 

6.6 

85.5 

7.9 

76 

TALK  RADIO 

7.  1 

80.4 

12.5 

56 

ITEM  T 14 1 

2. 1 

86.8 

11.1 

1027 

DON'T  LISTEN  TO  MUSIC 

0.0 

83.3 

16.7 

36 

COUNTRY 

0.0 

82.8 

17.2 

87 

EASY  LISTENING 

2.8 

87.2 

10.0 

211 

SOUL 

1.9 

88.6 

9.5 

779 

POP 

2.2 

85.8 

12.  1 

323 

ALBUM  ROCK 

1.7 

83.1 

15.3 

177 

NEW  WAVE/ROCK. /PUNK 

2.2 

8  4.5 

13.4 

232 

HARD  ROCK 

0.9 

81.1 

17.9 

106 

OLDIES  (50'S  OR  60'S) 

3.8 

80.6 

15.6 

160 

OTHER 

5.  1 

79.0 

15.9 

157 

.'t-f  *I*Ii 


dents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Su 


TABLE  D-7 


TV  AUDIENCE  SHARES  OF  WHITES  BY  EDUCATION 


PROGRAMS 

POST 

EDUCATION 

HSDG 

NHSG 

N 

ITEM  T 137 

2.3 

80.5 

17.2 

3970 

NOT  THESE/NO  REGULAR  TV 

2.6 

79.3 

18. 1 

1261 

SOLID  GOLD 

1.7 

83.7 

14.6 

630 

SOUL  TRAIN 

2.9 

74.7 

22.4 

174 

AMERICAN  BANDSTAND 

1 . 1 

84.2 

14.7 

361 

DANCE  FEVER 

2.1 

80.7 

17.  1 

187 

MOVIES  ON  NETWORK  TV 

1.8 

84.9 

13.3 

1367 

LIKE  SAT.  NIGHT  LIVE 

1.9 

82.8 

15.3 

1 181 

CABLE  TV  PROGRAMS 

2.6 

81.6 

15.9 

1368 

NIGHTLY  NETWORK  NEWS 

3.3 

81.4 

15.3 

939 

LOCAL  NEWS 

2.8 

81.3 

15.9 

1241 

ITEM  T138 

2.3 

80.3 

17.4 

3957 

NO  REGULAR  TV  SPORTS 

2.9 

78.5 

18.6 

1507 

PRO  BOWLING 

1.2 

78.3 

20.5 

492 

NFL  SEASON  GAMES 

1.9 

82.9 

15.2 

1929 

PLAYOFFS/SUPERBOWL 

2.0 

83.3 

14.8 

1124 

COLLEGE  FOOTBALL 

1.9 

83.9 

14.2 

1693 

BASEBALL  SEASON  GAMES 

2.4 

85.  1 

12.5 

1084 

PLAYOFFS/WORLD  SERIES 

2.2 

84.4 

13.4 

1212 

NBA  BASKETBALL 

2.5 

83.2 

14.3 

894 

COLLEGE  BASKETBALL 

2.5 

84.5 

13.1 

812 

NHL  HOCKEY 

1 .  1 

83.4 

15.5 

524 

ITEM  T 139 

2.3 

80.4 

17.2 

3938 

NO  REGULAR  TV  SPORTS 

2.9 

78.8 

18.3 

1553 

WIDE  WORLD  OF  SPORTS 

2.0 

82.2 

15.8 

1421 

SPORTS  WORLD 

1.9 

83.3 

14.8 

1011 

SPORTS  SUNDAY 

1.6 

83.5 

15.0 

955 

SPORTS  SATURDAY 

1.7 

81.6 

16.8 

770 

MONDAY  NIGHT  FOOTBALL 

2.1 

82.6 

15.4 

1407 

WTBS  (TURNER  SYSTEM) 

3.  1 

82.9 

14.1 

455 

ESPN  (CABLE  SPORTS) 

2.3 

82.7 

15.1 

830 

USA  NETWORK  SPORTS 

1.9 

81.0 

17.1 

427 

Notes  Respondents  are  NFS  RA  recruits  surveyed  by  the  1983  ARI  Survey 


EDUCATION 


PROGRAMS 

POST 

HSDG 

NHSG 

N 

ITEM  T137 

2.2 

86.5 

11.3 

1036 

NOT  THESE/NO  REGULAR  TV 

2.1 

86.0 

11.9 

286 

X  SOLID  GOLD 

0.8 

89.0 

10.2 

372 

SOUL  TRAIN 

2.0 

88.5 

9.6 

459 

AMERICAN  BANDSTAND 

0.0 

89.5 

10.5 

200 

DANCE  FEVER 

1.8 

89.6 

8.6 

221 

MOVIES  ON  NETWORK  TV 

2.2 

88.6 

9.2 

370 

X  LIKE  SAT.  NIGHT  LIVE 

1.6 

90.4 

7.9 

366 

CABLE  TV  PROGRAMS 

2.5 

87.8 

9.6 

395 

NIGHTLY  NETWORK  NEWS 

3.0 

87.6 

9.4 

267 

LOCAL  NEWS 

2.8 

88.4 

8.9 

395 

ITEM  T 138 

2. 1 

86.7 

11.2 

1030 

NO  REGULAR  TV  SPORTS 

2.0 

90.0 

8.0 

200 

x  PRO  BOWLING 

3.9 

79.5 

16.5 

127 

NFL  SEASON  GAMES 

2.0 

87.6 

10.4 

637 

PLAYOFFS/SUPERBOWL 

2.1 

84.6 

13.2 

280 

COLLEGE  FOOTBALL 

2.4 

86.3 

11.3 

548 

BASEBALL  SEASON  GAMES 

2.6 

87.0 

10.5 

392 

PLAYOFFS/WORLD  SERIES 

2.8 

85.3 

1 1.9 

319 

NBA  BASKETBALL 

2.7 

86.3 

11.0 

600 

COLLEGE  BASKETBALL 

2.3 

86.6 

11.1 

485 

NHL  HOCKEY 

4.  1 

81.1 

14.9 

74 

ITEM  T 139 

2.1 

86.7 

11.1 

1024 

NO  REGULAR  TV  SPORTS 

2.1 

85.8 

12.  1 

239 

WIDE  WORLD  OF  SPORTS 

1.8 

86.5 

11.7 

452 

SPORTS  WORLD 

1.8 

85.3 

12.9 

387 

SPORTS  SUNDAY 

2.7 

83.9 

13.4 

403 

SPORTS  SATURDAY 

2.1 

86.1 

11.7 

332 

MONDAY  NIGHT  FOOTBALL 

2.6 

86.8 

10.7 

506 

WTBS  (TURNER  SYSTEM) 

2.0 

84.9 

13.2 

152 

ESPN  (CABLE  SPORTS) 

3.5 

84.3 

12.2 

286 

USA  NETWORK  SPORTS 

2.8 

83.5 

13.6 

176 

7^7.W 


RADIO  AUDIENCE  SHARES  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

3A 

1&2 

N 

ITEM  T 140 

4.3 

27.0 

24.7 

44.1 

2920 

DON'T  LISTEN  TO  RADIO 

5.4 

28.3 

24.1 

42.2 

166 

FM  AT  HOME 

5.0 

28.9 

26.8 

39.3 

720 

x  FM/STEREO  AT  HOME 

3.8 

24.9 

24.3 

47.0 

2035 

AM  AT  HOME 

2.9 

26.1 

26.6 

44.4 

241 

FM  IN  THE  CAR 

4.8 

27.7 

26.5 

41.0 

505 

X  FM/STEREO  IN  THE  CAR 

3.4 

23.  1 

23.6 

49.9 

1445 

X  AM  IN  THE  CAR 

2.2 

21.3 

24.7 

51.9 

320 

x  ALL  NEWS 

5.  1 

17.3 

13.3 

64.3 

98 

X  SPORTS  PROGRAMMING 

1.9 

23.0 

19.3 

55.9 

16  1 

TALK  RADIO 

2.4 

21.2 

21.2 

55.3 

85 

ITEM  T 14 1 

4.3 

26.9 

24.6 

44.2 

2917 

DON'T  LISTEN  TO  MUSIC 

9.1 

28.2 

22.7 

40.0 

110 

X  COUNTRY 

4.9 

30.2 

26.3 

38.6 

881 

EASY  LISTENING 

4.5 

24.7 

26.6 

44.2 

582 

SOUL 

4.8 

23.2 

30.3 

41.7 

271 

X  POP 

2.8 

19.3 

25.3 

52.6 

846 

x  ALBUM  ROCK 

3.3 

22.4 

25.2 

49. 1 

1219 

x  NEW  WAVE/ROCK. /PUNK 

2.7 

21.4 

23.8 

52.0 

583 

X  HARD  ROCK 

3.0 

26 . 1 

24.7 

46.2 

1300 

X  OLDIES  (50'S  OR  60'S) 

3.1 

23.0 

24.7 

49.2 

579 

X  OTHER 

3.3 

17.6 

25.2 

53.8 

301 

No La :  Respondents  are 

NPS  RA 

recruits 

surveyed 

by  the 

1983  ARI  : 

X  p  <  .01 


V  ■/ 

rM: 


1.-.J 


w  ^ 

ssd! 

s# 

'■■>v5c 


i/V’  0 1 


*».N 


r.  .  ■■ 


K 

X 

X 

X 

X 

X 

X 


X 

X 

X 

X 


X 


ITEM  T 137  4.3 

NOT  THESE/NO  REGULAR  TV  5.6 
SOLID  GOLD  5.0 
SOUL  TRAIN  5.8 
AMERICAN  BANDSTAND  5.5 
DANCE  FEVER  6.3 
MOVIES  ON  NETWORK  TV  3.7 
LIKE  SAT.  NIGHT  LIVE  2.3 
CABLE  TV  PROGRAMS  3.7 
NIGHTLY  NETWORK  NEWS  3.1 
LOCAL  NEWS  3.7 

ITEM  T 138  4.3 

NO  REGULAR  TV  SPORTS  4.8 
PRO  BOWLING  4.7 
NFL  SEASON  GAMES  4.4 
PLAYOFFS/SUPERBOWL  3.7 
COLLEGE  FOOTBALL  3.7 
BASEBALL  SEASON  GAMES  3.7 
PLAYOFFS/WORLD  SERIES  3.4 
NBA  BASKETBALL  4.0 
COLLEGE  BASKETBALL  3.3 
NHL  HOCKEY  4.3 

ITEM  T 139  4.2 

NO  REGULAR  TV  SPORTS  4.0 
WIDE  WORLD  OF  SPORTS  4.1 
SPORTS  WORLD  5.1 
SPORTS  SUNDAY  5.6 
SPORTS  SATURDAY  5.8 
MONDAY  NIGHT  FOOTBALL  3.7 
WTBS  (TURNER  SYSTEM)  4.0 
ESPN  (CABLE  SPORTS)  2.9 
USA  NETWORK  SPORTS  3.6 


26.9 

24.7 

44.  1 

2923 

25.7 

24.6 

44.2 

900 

32.2 

27.2 

35.7 

460 

38.8 

30.6 

24.8 

121 

39  .6 

27.5 

27.5 

255 

37.3 

30.2 

26.2 

126 

24.9 

25.7 

45.7 

1042 

23.5 

24.9 

49.3 

911 

25.7 

22.4 

48.2 

1034 

21.1 

22.6 

53.2 

720 

24.4 

23.8 

48.1 

931 

26.9 

24.6 

44.1 

2908 

26.0 

24.8 

44.4 

1008 

28.8 

21.6 

44.9 

361 

27.1 

24.2 

44.2 

1533 

27.1 

22.7 

46.5 

897 

24.8 

24.7 

46.8 

1352 

24.7 

22.4 

49.2 

900 

23.9 

24.0 

48.7 

988 

26.5 

23.  1 

46.4 

724 

22.8 

22.5 

51.5 

672 

26.4 

24.0 

45.3 

417 

27.0 

24.8 

44.0 

2897 

22.8 

25.4 

47.8 

1048 

27.3 

26.3 

42.3 

1093 

28.7 

26.7 

39.5 

805 

28.4 

25.  1 

40.9 

770 

27.4 

25.4 

41.4 

606 

26.6 

23.6 

46.1 

1124 

23.4 

22.3 

50.3 

376 

27.6 

22.2 

47.3 

666 

29.0 

20.4 

47.0 

338 

Note ■  Respondents  era  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 


TABLE  D-12 


TV  AUDIENCE  SHARES  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

182 

N 

ITEM  T 137 

15.3 

53.2 

19.8 

11.7 

789 

NOT  THESE/NO  REGULAR  TV 

17.6 

53.2 

16.7 

12.5 

216 

SOLID  GOLD 

11.9 

56.5 

22.3 

9.4 

278 

SOUL  TRAIN 

14 . 7 

52.4 

22.  1 

10.8 

353 

AMERICAN  BANDSTAND 

9.3 

60.7 

20.7 

9.3 

150 

DANCE  FEVER 

10.7 

56.6 

24.5 

8.2 

159 

MOVIES  ON  NETWORK  TV 

12.4 

55. 1 

21.9 

10.6 

274 

LIKE  SAT.  NIGHT  LIVE 

11.0 

54.4 

21.7 

12.8 

281 

CABLE  TV  PROGRAMS 

13.7 

51.8 

22.  1 

12.4 

307 

NIGHTLY  NETWORK  NEWS 

12.6 

51.3 

19.1 

17  .  1 

199 

LOCAL  NEWS 

12.3 

53.3 

20.3 

14.0 

300 

ITEM  T138 

15.3 

53.2 

20.0 

1 1 .6 

786 

NO  REGULAR  TV  SPORTS 

16.2 

53.8 

16.2 

13.8 

130 

PRO  BOWLING 

16.0 

54.0 

20.0 

10.0 

100 

NFL  SEASON  GAMES 

13.7 

52.6 

22.4 

1 1.4 

527 

PLAYOFFS/SUPERBOWL 

13.4 

53.0 

23.3 

10.3 

232 

COLLEGE  FOOTBALL 

13.3 

50.5 

23.8 

12.4 

442 

BASEBALL  SEASON  GAMES 

13.0 

52.7 

22.4 

11.8 

330 

PLAYOFFS/WORLD  SERIES 

14.9 

51.0 

23.4 

10.7 

261 

NBA  BASKETBALL 

13.1 

52.6 

22.4 

11.8 

473 

COLLEGE  BASKETBALL 

12.3 

52.8 

22.6 

12.3 

390 

NHL  HOCKEY 

13.6 

47.5 

25.4 

13.6 

59 

ITEM  T 139 

15.3 

53.4 

19.7 

11.6 

783 

NO  REGULAR  TV  SPORTS 

11.2 

56.6 

15.8 

16.4 

152 

WIDE  WORLD  OF  SPORTS 

14.6 

53.2 

21.7 

10.4 

355 

SPORTS  WORLD 

16.2 

51.4 

21.3 

11.1 

315 

SPORTS  SUNDAY 

14.7 

55.5 

19.6 

10.  1 

326 

SPORTS  SATURDAY 

13.7 

56.5 

19.2 

10.7 

271 

MONDAY  NIGHT  FOOTBALL 

15.7 

51 . 1 

22.1 

1 1.2 

421 

WTBS  (TURNER  SYSTEM) 

11.4 

54.5 

22.8 

11.4 

123 

ESPN  (CABLE  SPORTS) 

16.2 

47.2 

24.0 

12.7 

229 

USA  NETWORK  SPORTS 

14.0 

49.0 

24.5 

12.6 

143 

Note •  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


TABLE  D- 13 


RADIO  AUDIENCE  SHARES  OF  WHITES  BY  AFQT 


AFQT 


PROGRAMS 

4A4B 

3B 

3A 

182 

N 

ITEM  T 140 

3.4 

25.  1 

28.9 

42.7 

3967 

DON'T  LISTEN  TO  RADIO 

4.0 

26.9 

29.  1 

40.  1 

227 

FM  AT  HOME 

3.8 

26.3 

31.1 

38.9 

1001 

x  FM/STEREO  AT  HOME 

2.9 

22.9 

28.7 

45.5 

2770 

AM  AT  HOME 

2.4 

22.7 

32.2 

42.8 

339 

FM  IN  THE  CAR 

3.6 

25.7 

30.2 

40.5 

672 

x  FM/STEREO  IN  THE  CAR 

2.7 

22.2 

27.5 

47.6 

1918 

X  AM  IN  THE  CAR 

1.6 

20.7 

27.3 

50.5 

444 

X  ALL  NEWS 

4.  1 

17.1 

19.5 

59.3 

123 

SPORTS  PROGRAMMING 

1.6 

21.9 

25.0 

51.6 

192 

TALK  RADIO 

1.7 

18.5 

28.6 

51.3 

119 

ITEM  T 14 1 

3.4 

25.1 

28.8 

42.7 

3958 

DON'T  LISTEN  TO  MUSIC 

7.1 

26.6 

30.5 

35.7 

154 

X  COUNTRY 

3.7 

27.4 

30.3 

38.6 

1219 

EASY  LISTENING 

3.4 

22.4 

29.8 

44.4 

825 

SOUL 

3.4 

24.1 

31.6 

40.9 

386 

X  POP 

2.1 

18.8 

28.2 

50.9 

1140 

X  ALBUM  ROCK 

2.5 

21.7 

28.4 

47.5 

1633 

X  NEW  WAVE/ROCK. /PUNK 

2.0 

20.4 

26.5 

51.0 

788 

X  HARD  ROCK 

2.5 

24.2 

28.8 

44.5 

1759 

X  OLDIES  (50*S  OR  60'S) 

2.3 

21.8 

28.1 

47.8 

832 

x  OTHER 

2.3 

18 .3 

27.1 

52.3 

432 

Note 5  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
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TABLE  D- 14 

RADIO  AUDIENCE  SHARES  OF  BLACKS  BY  AFQT 


PROGRAMS 

4A4B 

3B 

AFQT 

3A 

182 

N 

ITEM  T 140 

12.0 

49.5 

23.8 

14.7 

1034 

DON'T  LISTEN  TO  RADIO 

17.4 

40.6 

27.5 

14.5 

69 

FM  AT  HOME 

9.9 

49.4 

26.6 

14.2 

395 

FM/STEREO  AT  HOME 

10.3 

49.9 

23.8 

16.0 

681 

AM  AT  HOME 

10.2 

55.1 

24.4 

10.2 

254 

FM  IN  THE  CAR 

9.  1 

47.9 

27.8 

15.2 

263 

FM/STEREO  IN  THE  CAR 

9.9 

46.4 

25.2 

18.5 

373 

AM  IN  THE  CAR 

8.0 

52.3 

27.3 

12.5 

176 

ALL  NEWS 

11.1 

44.4 

27.8 

16.7 

54 

SPORTS  PROGRAMMING 

6.6 

56.6 

19.7 

17. 1 

76 

TALK  RADIO 

8.9 

44.6 

26.8 

19.6 

56 

ITEM  T 14 1 

12.0 

49.6 

23.8 

14.7 

1027 

DON'T  LISTEN  TO  MUSIC 

19.4 

38.9 

30.6 

11.1 

36 

COUNTRY 

14.9 

52.9 

24.  1 

8.0 

87 

EASY  LISTENING 

8.5 

43.1 

29.9 

18.5 

211 

SOUL 

11.2 

49.4 

23.9 

15.5 

779 

POP 

7.4 

44.3 

26.6 

21.7 

323 

ALBUM  ROCK 

10.7 

44.6 

24.3 

20.3 

177 

NEW  WAVE/ROCK. /PUNK 

6.5 

50.4 

24.  1 

19.0 

232 

HARD  ROCK 

11.3 

38.7 

25.5 

24.5 

106 

OLDIES  (50'S  OR  60'S) 

6.9 

44.4 

28. 1 

20.6 

160 

OTHER 

8.9 

46.5 

25.5 

19. 1 

157 

Note  =  Respondents  are 

NPS  ra 

recruits 

surveyed 

by  the  1983 

ARI  Survey 

x  a  <  .05 
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TABLE  D- 15 


TV  AUDIENCE  SHARES  OF  WHITES  BY  AFQT 


PROGRAMS 

4A4B 

3B 

3A 

182 

N 

ITEM  T 137 

3.4 

25.1 

IS) 

OO 

00 

42.7 

3970 

NOT  THESE/NO  REGULAR  TV 

4.0 

23.9 

29. 1 

42.9 

1261 

X  SOLID  GOLD 

3.7 

29.4 

31.6 

35.4 

630 

X  SOUL  TRAIN 

4.6 

35. 1 

32.8 

27.6 

174 

x  AMERICAN  BANDSTAND 

4.2 

33.8 

31.9 

30.2 

361 

X  DANCE  FEVER 

4.3 

33.2 

34.8 

27.8 

187 

MOVIES  ON  NETWORK  TV 

3.0 

22.8 

28.4 

45.9 

1367 

X  LIKE  SAT.  NIGHT  LIVE 

1.9 

22.0 

28. 1 

48.0 

1 18  1 

CABLE  TV  PROGRAMS 

3.0 

24.5 

26.8 

45.8 

1368 

X  NIGHTLY  NETWORK  NEWS 

2.6 

20.2 

26.5 

50.7 

939 

LOCAL  NEWS 

2.9 

23.0 

28.0 

46.1 

1241 

ITEM  T 138 

3.4 

25.0 

28.9 

42.7 

3957 

NO  REGULAR  TV  SPORTS 

3.4 

22.7 

29.7 

44.2 

1507 

PRO  BOWLING 

3.7 

27.6 

26.8 

41.9 

492 

NFL  SEASON  GAMES 

3.7 

26.0 

28.2 

42.  1 

1929 

PLAYOFFS/SUPERBOWL 

3.0 

25.9 

27.0 

44.1 

1124 

COLLEGE  FOOTBALL 

3.  1 

23.8 

28.6 

44.5 

1693 

X  BASEBALL  SEASON  GAMES 

3.  1 

24.3 

25.5 

47. 1 

1084 

PLAYOFFS/WORLD  SERIES 

2.9 

23.4 

27.5 

46.2 

1212 

NBA  BASKETBALL 

3.2 

25.6 

26.5 

44.6 

894 

x  COLLEGE  BASKETBALL 

2.7 

22.3 

25.6 

49.4 

812 

NHL  HOCKEY 

3.6 

25.0 

27.7 

43.7 

524 

ITEM  T 139 

3.3 

25.1 

29.0 

42.6 

3938 

x  NO  REGULAR  TV  SPORTS 

2.8 

21.0 

29.6 

46.6 

1553 

WIDE  WORLD  OF  SPORTS 

3.4 

25.2 

29.9 

41.5 

1421 

X  SPORTS  WORLD 

4.  1 

27.2 

30.4 

38.4 

1011 

SPORTS  SUNDAY 

4.5 

26.9 

29.0 

39.6 

955 

SPORTS  SATURDAY 

4.7 

26.4 

30.3 

38.7 

770 

MONDAY  NIGHT  FOOTBALL 

3.2 

25.3 

27.9 

43.6 

1407 

WTBS  (TURNER  SYSTEM) 

3.3 

24.2 

25.5 

47.0 

455 

ESPN  (CABLE  SPORTS) 

2.4 

26.7 

27.0 

43.9 

830 

USA  NETWORK  SPORTS 

2.8 

28.1 

26.2 

42.9 

427 

No La :  Respondents  are 

NPS  RA 

recrui ts 

surveyed 

by  the 

1983  ARI 

X  e  <  01 
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TABLE  D- 16 

TV  AUDIENCE  SHARES  OF  BLACKS  BY  AFQT 


AFQT 


PROGRAMS 


4A4B  3B  3A  182  N 


ITEM  T 137  12. 1 

NOT  THESE/NO  REGULAR  TV  13.6 
x  SOLID  GOLD  9.  1 

SOUL  TRAIN  11.8 

AMERICAN  BANDSTAND  8.0 

X  DANCE  FEVER  8.1 

MOVIES  ON  NETWORK  TV  9.7 

LIKE  SAT.  NIGHT  LIVE  9.0 

CABLE  TV  PROGRAMS  11. A 

X  NIGHTLY  NETWORK  NEWS  10.1 

LOCAL  NEWS  9.9 

ITEM  T 138  11.9 

X  NO  REGULAR  TV  SPORTS  10.5 

PRO  BOWLING  13.4 

NFL  SEASON  GAMES  11.6 

PLAYOFFS/SUPERBOWL  11.4 

COLLEGE  FOOTBALL  10.9 

BASEBALL  SEASON  GAMES  11.2 

PLAYOFFS/WORLD  SERIES  12.5 

NBA  BASKETBALL  10.7 

COLLEGE  BASKETBALL  10.3 

NHL  HOCKEY  12.2 

ITEM  T 139  12.0 

X  NO  REGULAR  TV  SPORTS  7.1 

WIDE  WORLD  OF  SPORTS  12.2 

SPORTS  WORLD  13.7 

SPORTS  SUNDAY  12.4 

SPORTS  SATURDAY  11.7 

MONDAY  NIGHT  FOOTBALL  13.2 
WTBS  (TURNER  SYSTEM)  9.9 

ESPN  (CABLE  SPORTS)  13.3 

USA  NETWORK  SPORTS  11.9 


49.2 

23. 

.9 

14. 

.8 

1036 

48.3 

22. 

.0 

16  . 

.  1 

286 

51.9 

26  . 

.6 

12. 

.4 

372 

49.2 

26. 

.  1 

12. 

.9 

459 

55.5 

24. 

.5 

12. 

.0 

200 

50.7 

30. 

,3 

10. 

.9 

221 

48.9 

27  . 

0 

14. 

.3 

370 

48.4 

25. 

.7 

16  . 

.9 

366 

48.4 

26  . 

3 

13. 

,9 

395 

44.2 

25. 

,  1 

20. 

6 

267 

49.4 

25. 

1 

15. 

.7 

395 

49.2 

24. 

1 

14. 

.8 

1030 

46.0 

22. 

.0 

21 

.5 

200 

53.5 

20. 

.5 

12. 

.6 

127 

50. 1 

25. 

.0 

13 

.3 

637 

52.1 

23. 

.9 

12 

.5 

280 

47.4 

26 

.8 

14 

.8 

548 

51.0 

24, 

.2 

13, 

.5 

392 

48.3 

26 

.6 

12 

.5 

319 

48.8 

26  . 

.2 

14. 

.3 

600 

49.9 

25. 

.8 

14. 

.0 

485 

45.9 

29. 

.7 

12 

.2 

74 

49.4 

24. 

.0 

14. 

.6 

1024 

47.3 

22 

.2 

23 

.4 

239 

50.0 

26  . 

.3 

1 1  , 

.5 

452 

49.4 

24. 

.5 

12 

.4 

387 

52.  1 

23 

.8 

1 1 

.7 

403 

53.0 

23 

,5 

1 1 

.7 

332 

49.0 

24, 

.9 

12 

.8 

506 

52.0 

26 

.3 

1 1 

.8 

152 

45.5 

27 

.6 

13 

.6 

286 

46.0 

29 

.0 

13 

.  1 

17u 

Note !  Respondents  ara  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
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TABLE  D- 17 


RADIO  AUDIENCE  SHARES  OF  MALE  POST/HSDG  RECRUITS 
BY  YEAR  OF  GRADUATION  AND  ETHNIC  GROUP 


WHITE  BLACK 


PROGRAMS 

1983 

EARLIER 

1983 

EARLIER 

N 

ITEM  T 140 

49.7 

29.5 

12.5 

8.3 

3296 

DON'T  LISTEN  TO  RADIO 

44.5 

34.6 

9.4 

11.5 

191 

FM  AT  HOME 

46.5 

25.2 

18.4 

9.9 

886 

FM/STEREO  AT  HOME 

51.3 

28.7 

12.2 

7.8 

2295 

AM  AT  HOME 

37.4 

18.6 

30.2 

13.9 

388 

FM  IN  THE  CAR 

44.8 

28.1 

17.2 

9.9 

634 

FM/STEREO  IN  THE  CAR 

53.1 

30.9 

10.1 

5.9 

1541 

AM  IN  THE  CAR 

47.3 

24.4 

20.5 

7.8 

410 

ALL  NEWS 

37.4 

32.5 

18.7 

1 1.4 

123 

SPORTS  PROGRAMMING 

39.3 

31.1 

21.4 

8.3 

206 

TALK  RADIO 

37.3 

31.8 

16.4 

14.5 

1 10 

ITEM  T 14 1 

49.8 

29.4 

12.5 

8.2 

3294 

DON'T  LISTEN  TO  MUSIC 

43.3 

38.3 

7.5 

10.8 

120 

COUNTRY 

57.8 

35.7 

3.9 

2.6 

831 

EASV  LISTENING 

46.9 

32.7 

13.4 

7.  1 

651 

SOUL 

17.6 

13.7 

42.4 

26.3 

779 

POP 

49.5 

29.4 

13.4 

7.7 

965 

ALBUM  ROCK 

56.1 

34.3 

6.  1 

3.5 

1235 

NEW  WAVE/ROCK. /PUNK 

<VI 

O 

'X 

28.6 

14.4 

7.8 

679 

HARD  ROCK 

61.8 

32.7 

3.5 

2.0 

1227 

OLDIES  (50'S  OR  60'S) 

49. 1 

35.6 

9. 1 

6.2 

627 

OTHER 

42.4 

32.5 

14.9 

10.2 

363 

Note :  Respondents  era  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
GRADUATION  DIFFERENCES:  #  p  <  .01  among  Whites;  •  p  <  .05  among  Blacks 
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TABLE  D- 18 


TV  AUDIENCE  SHARES  OF  MALE  P0ST/HSD6  RECRUITS 
BY  YEAR  OF  GRADUATION  AND  ETHNIC  GROUP 


PROGRAMS 

WHITE 

1983  EARLIER 

BLACK 

1983  EARLIER 

N 

ITEM  T 137 

99.8 

29.4 

12.6 

8.2 

3301 

NOT  THESE/NO  REGULAR  TV 

50.3 

31.0 

9.9 

8.8 

987 

SOLID  GOLD 

42.3 

20.5 

24.7 

12.6 

653 

SOUL  TRAIN 

18.7 

8.1 

47.4 

25.8 

418 

AMERICAN  BANDSTAND 

42.3 

19.6 

26.5 

1 1.6 

362 

DANCE  FEVER 

28.5 

16.2 

37.5 

17.8 

253 

MOVIES  ON  NETWORK  TV 

51.4 

27.8 

13.5 

7.4 

1 180 

LIKE  SAT.  NIGHT  LIVE 

48.8 

27.9 

15.6 

7.6 

1063 

CABLE  TV  PROGRAMS 

48.2 

29.0 

14.3 

8.5 

1207 

NIGHTLY  NETWORK  NEWS 

46.6 

31.7 

12.8 

8.9 

833 

LOCAL  NEWS 

47.3 

28.5 

15.3 

8.9 

1 1 12 

ITEM  T 138 

49.8 

29.5 

12.5 

8.3 

3286 

NO  REGULAR  TV  SPORTS 

55.7 

33.2 

5.9 

5.2 

1009 

PRO  BOWLING 

49.8 

29.3 

11.9 

9.0 

420 

NFL  SEASON  GAMES 

46.6 

28.3 

15.6 

9.5 

1839 

PLAYOFFS/SUPERBOWL 

50.5 

29.3 

12.9 

7.3 

1002 

COLLEGE  FOOTBALL 

47.1 

28.5 

15.3 

9.  1 

1615 

BASEBALL  SEASON  GAMES 

44.3 

29. 1 

15.9 

••5.8 

1104 

PLAYOFFS/WORLD  SERIES 

48.4 

30.7 

12.8 

8.1 

1130 

NBA  BASKETBALL 

37.5 

23.1 

24.1 

15.3 

1073 

COLLEGE  BASKETBALL 

37.7 

25.9 

22.2 

14.2 

945 

NHL  HOCKEY 

54.2 

33.7 

7.0 

5.  1 

430 

ITEM  T 139 

49.8 

29.4 

12.5 

8.3 

3276 

NO  REGULAR  TV  SPORTS 

54.9 

33.3 

7.1 

4.7 

1068 

WIDE  WORLD  OF  SPORTS 

46.5 

29.2 

14.5 

9.9 

1289 

SPORTS  WORLD 

46.2 

25.5 

16 .7 

11.6 

1014 

SPORTS  SUNDAY 

43.8 

26.4 

18.3 

11.6 

985 

SPORTS  SATURDAY 

42.8 

26.0 

19.2 

11.9 

787 

MONDAY  NIGHT  FOOTBALL 

45.0 

27.9 

16.4 

10.7 

1386 

WTBS  (TURNER  SYSTEM) 

43.3 

31.8 

14.6 

10.3 

446 

ESPN  (CABLE  SPORTS) 

45.2 

28.9 

14.7 

11.2 

788 

USA  NETWORK  SPORTS 

43.3 

26.7 

18.9 

1 1.2 

439 

Not a :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
GRADUATION  DIFFERENCES:  x  c  <  .01  among  Whites;  *  g  <  .05  among  Blacks 
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TABLE  D- 19 

RADIO  AUDIENCE  SHARES  OF  HHITE  MALE  POST/HSDG  RECRUITS  BY  REGION 


REGION 


PROGRAMS  NE  SE  SW  MM  HEST  N 


ITEM  T 140 

DON'T  LISTEN  TO  RADIO 
FM  AT  HOME 
FM/STEREO  AT  HOME 
AM  AT  HOME 
FM  IN  THE  CAR 
FM/STEREO  IN  THE  CAR 
X  AM  IN  THE  CAR 
ALL  NEHS 

SPORTS  PROGRAMMING 
TALK  RADIO 

ITEM  T 14 1 

DON'T  LISTEN  TO  MUSIC 
*  COUNTRY 

EASY  LISTENING 
SOUL 
X  POP 

x  ALBUM  ROCK 

NEM  WAVE/ROCK. /PUNK 
HARD  ROCK 

OLDIES  <  50 '  S  OR  60'S) 
OTHER 


19.9 

17.0 

15.5 

19.3 

20.5 

15.  1 

19.2 

15.6 

13.9 

20.3 

17.5 

15.0 

17.0 

11.6 

14.9 

20.4 

16.9 

16  .7 

20.4 

18.4 

15.4 

13.8 

1 1 .6 

16.3 

14.3 

12.2 

17.3 

23.0 

15.5 

12.4 

15.3 

8.2 

14.  1 

19.8 

17.  1 

15.4 

22.7 

20.9 

12.7 

15.1 

19.4 

20.3 

18.4 

15.  1 

16.7 

19.6 

18.5 

19.3 

17.3 

20.8 

14.9 

21.0 

17.4 

17.4 

19.8 

17.0 

15.8 

21.6 

15.9 

14.9 

22.3 

16.6 

13.6 

23.3 

15.7 

13.0 

33.  1 

14.4 

2915 

33.  1 

12.0 

166 

33.9 

17.4 

7  19 

33.4 

13.7 

2032 

37.8 

18.7 

241 

33.5 

12.5 

504 

33.  1 

12.7 

1443 

37.0 

21.3 

319 

36.7 

19.4 

98 

35.4 

13.7 

161 

37.6 

24.7 

85 

33.2 

14.5 

2912 

28.2 

15.5 

110 

32.2 

13.0 

880 

32.5 

17.2 

581 

28.1 

14.4 

270 

33.5 

13.5 

845 

30.9 

13.2 

1216 

29.0 

18.4 

582 

33.7 

13.9 

1298 

30.7 

16.8 

579 

30.7 

17.3 

300 

TABLE  D-20 


RADIO  AUDIENCE  SHARES  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  REGION 

REGION 


PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

N 

ITEM  T 140 

18.3 

40.9 

19.2 

16.9 

4.7 

787 

DON'T  LISTEN  TO  RADIO 

25.0 

35.4 

27.1 

6.3 

6.3 

48 

FM  AT  HOME 

14.9 

44.0 

21.3 

15.2 

4.6 

282 

FM/STEREO  AT  HOME 

19.3 

39.5 

18. 1 

18.9 

4.3 

514 

x  AM  AT  HOME 

9.  1 

56 . 1 

19.2 

8.6 

7.1 

198 

X  FM  IN  THE  CAR 

13.5 

46.9 

21.9 

12.0 

5.7 

192 

FM/STEREO  IN  THE  CAR 

16.5 

42.5 

17.9 

17.9 

5.  1 

273 

X  AM  IN  THE  CAR 

9.1 

53.8 

22.0 

9.8 

5.3 

132 

ALL  NEWS 

22.5 

40.0 

15.0 

22.5 

0.0 

40 

SPORTS  PROGRAMMING 

21.5 

46.2 

10.8 

16.9 

4.6 

65 

TALK  RADIO 

28.2 

30.8 

17.9 

15.4 

7.7 

39 

ITEM  T 14  1 

17.9 

41.2 

19.3 

16.8 

4.8 

784 

DON'T  LISTEN  TO  MUSIC 

24.0 

32.0 

32.0 

4.0 

8.0 

25 

COUNTRY 

12.7 

34.9 

23.8 

22.2 

6.3 

63 

EASY  LISTENING 

15.9 

45.0 

17.2 

17.9 

4.0 

151 

SOUL 

16.9 

42.0 

18.5 

17.4 

5.3 

605 

POP 

14.6 

44.2 

21.2 

15.5 

4.4 

226 

ALBUM  ROCK 

11.1 

43.7 

19.8 

20.6 

4.8 

126 

X  NEW  WAVE/ROCK. /PUNK 

12.7 

36.4 

24.8 

21.2 

4.8 

165 

HARD  ROCK 

16.4 

34.2 

24.7 

20.5 

4. 1 

73 

OLDIES  < 50 ' S  OR  60'S) 

14.8 

41.7 

16.7 

17.6 

9.3 

108 

OTHER 

26.2 

35.9 

16.5 

15.5 

5.8 

103 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 
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I 


Ij 


I 


REGION 


PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

N 

ITEM  T 137 

19.9 

17 .  1 

15.5 

33.1 

14.4 

2918 

NOT  THESE/NO  REGULAR  TV 

20.1 

18.0 

14.6 

32.0 

15.3 

896 

X  SOLID  GOLD 

18.7 

17.8 

14.6 

38.9 

10.0 

460 

SOUL  TRAIN 

21.5 

14.0 

17.4 

34.7 

12.4 

121 

AMERICAN  BANDSTAND 

13.7 

19.2 

18.0 

37.3 

11.8 

255 

DANCE  FEVER 

19.0 

15.  1 

15.  1 

38.9 

11.9 

126 

MOVIES  ON  NETWORK  TV 

19.5 

16.3 

17.5 

32.9 

13.8 

1042 

LIKE  SAT.  NIGHT  LIVE 

23.1 

16.2 

14.7 

32.3 

13.7 

911 

CABLE  TV  PROGRAMS 

19.4 

17.8 

17.6 

30.5 

14.7 

1033 

NIGHTLY  NETWORK  NEWS 

19.2 

15.8 

17.  1 

31.9 

16.0 

720 

LOCAL  NEWS 

18.6 

16.0 

16. 1 

34.5 

14.8 

931 

ITEM  T 138 

19.9 

17.2 

15.6 

32.9 

14.4 

2903 

NO  REGULAR  TV  SPORTS 

19.1 

16.2 

16.9 

32.5 

15.3 

1006 

x  PRO  BOWLING 

21 . 1 

11.4 

15.0 

39.3 

13.3 

361 

NFL  SEASON  GAMES 

19.4 

18.0 

15.  1 

33.7 

13.8 

1531 

PLAYOFFS/SUPERBOWL 

21.3 

16.9 

13.5 

35.  1 

13.2 

897 

COLLEGE  FOOTBALL 

19.6 

17.5 

14.9 

34.0 

14.1 

1352 

BASEBALL  SEASON  GAMES 

19.6 

18.  1 

14.7 

34.6 

13.  1 

900 

PLAYOFFS/WORLD  SERIES 

21.2 

17.2 

13.3 

33.9 

14.5 

988 

X  NBA  BASKETBALL 

22.0 

14.2 

13.4 

35.6 

14.8 

724 

x  COLLEGE  BASKETBALL 

18.8 

19.5 

12.9 

36.8 

12.  1 

672 

x  NHL  HOCKEY 

34.9 

10. 1 

9.1 

34.9 

11.1 

416 

ITEM  T139 

19.8 

17.2 

15.6 

33.2 

14.3 

2892 

NO  REGULAR  TV  SPORTS 

19.8 

16.8 

15.9 

31.4 

16. 1 

1045 

WIDE  WORLD  OF  SPORTS 

20.5 

17.0 

15.6 

33.6 

13.3 

1092 

SPORTS  WORLD 

21.4 

15.9 

13.2 

36.3 

13.3 

805 

SPORTS  SUNDAY 

20.3 

16.4 

13.1 

37.5 

12.7 

769 

SPORTS  SATURDAY 

20.0 

14.4 

13.7 

37.5 

14.5 

606 

MONDAY  NIGHT  FOOTBALL 

19.6 

17.9 

15.7 

33.8 

13.  1 

1 124 

X  WTBS  (TURNER  SYSTEM) 

13.8 

27.9 

17.8 

28.2 

12.2 

376 

ESPN  (CABLE  SPORTS) 

19.1 

17.6 

15.5 

32.3 

15.5 

665 

USA  NETWORK  SPORTS 

18.9 

15.7 

17.2 

34.9 

13.3 

338 

No Lb :  Respondents  ar« 

NPS  RA 

recruits 

surveyed 

by  the  1983 

ARI  Survey. 

*  8  <  .01 
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TABLE  D-23 


RADIO  AUDIENCE  SHARES  OF  WHITES  BY  REGION 


REGION 


PROGRAMS 


ITEM  T 140 

DON'T  LISTEN  TO  RADIO 
FM  AT  HOME 
FM/STEREO  AT  HOME 
AM  AT  HOME 
FM  IN  THE  CAR 
FM/STEREO  IN  THE  CAR 
x  AM  IN  THE  CAR 
ALL  NEWS 

SPORTS  PROGRAMMING 
TALK  RADIO 

ITEM  T 14 1 

DON'T  LISTEN  TO  MUSIC 

*  COUNTRY 

EASY  LISTENING 
SOUL 

*  POP 

x  ALBUM  ROCK 

NEW  WAVE/ROCK. /PUNK 
HARD  ROCK 

OLDIES  (50'S  OR  60'S) 
x  OTHER 


6.0 

3961 

3.7 

22 

8.4 

1001 

5.9 

276 

9.5 

33' 

4.6 

67 

Nota  =  Respondents  era  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey 


D-25 


TABLE  D-25 

TV  AUDIENCE  SHARES  OF  WHITES  BY  REGION 


REGION 

PROGRAMS 

NE 

SE 

SW 

MW 

WEST 

N 

ITEM  T 137 

19.4 

17.1 

16.0 

31.5 

16.0 

3965 

NOT  THESE/NO  REGULAR  TV 

20.0 

18.0 

15.4 

29.7 

16.9 

1257 

SOLID  GOLD 

18.7 

18.4 

16.0 

36.3 

10.5 

630 

SOUL  TRAIN 

19.0 

17.2 

17.8 

33.3 

12.6 

174 

AMERICAN  BANDSTAND 

12.7 

21.3 

17.2 

36.6 

12.2 

361 

DANCE  FEVER 

18.7 

17.  1 

17.6 

34.8 

1 1.8 

187 

MOVIES  ON  NETWORK  TV 

18.7 

15.7 

17.8 

32.0 

15.7 

1367 

LIKE  SAT.  NIGHT  LIVE 

21.4 

16. 1 

16.  1 

31.3 

15.  1 

1 181 

CABLE  TV  PROGRAMS 

18.5 

17.8 

18.0 

29.8 

15.9 

1367 

NIGHTLY  NETWORK  NEWS 

19.1 

15.2 

17.9 

31.3 

16.5 

939 

LOCAL  NEWS 

17.8 

15.2 

16.8 

33.8 

16.4 

1241 

ITEM  T 138 

19.4 

17.2 

16  .  1 

31.3 

16.0 

3952 

NO  REGULAR  TV  SPORTS 

19.5 

16. 1 

16.7 

30.0 

17.6 

1505 

PRO  BOWLING 

18.7 

13.2 

16.5 

37.2 

14.4 

492 

NFL  SEASON  GAMES 

18.4 

18.4 

16.0 

32.0 

15.2 

1927 

PLAYOFFS/SUPERBOWL 

20.2 

16.8 

14.4 

34.4 

14.1 

1124 

COLLEGE  FOOTBALL 

19.0 

17.7 

15.8 

32.4 

15.  1 

1693 

BASEBALL  SEASON  GAMES 

18.5 

18.5 

15.8 

33.7 

13.6 

1084 

PLAYOFFS/WORLD  SERIES 

20.7 

17.4 

14.0 

33.0 

14.9 

1212 

NBA  BASKETBALL 

21.5 

14.4 

14.5 

33.7 

15.9 

894 

COLLEGE  BASKETBALL 

17.9 

19.2 

14.5 

35.  1 

13.3 

812 

NHL  HOCKEY 

33.  1 

10.3 

10.7 

33.7 

12.2 

523 

ITEM  T139 

19.3 

17.1 

16.0 

31.6 

16.0 

3933 

NO  REGULAR  TV  SPORTS 

20.  1 

16.6 

15.5 

30.0 

17.8 

1550 

WIDE  WORLD  OF  SPORTS 

19.9 

16 .7 

16.2 

32.3 

14.9 

1420 

SPORTS  WORLD 

20.7 

16 .3 

14.3 

33.7 

14.9 

1011 

SPORTS  SUNDAY 

19.8 

16.0 

14.9 

35.  1 

14.2 

954 

SPORTS  SATURDAY 

18.7 

14.7 

16 .0 

34.9 

15.7 

770 

MONDAY  NIGHT  FOOTBALL 

18.5 

17.5 

16.9 

32.3 

14.9 

1407 

WTBS  (TURNER  SYSTEM) 

13.4 

25.7 

18.2 

27.9 

14.7 

455 

ESPN  (CABLE  SPORTS) 

18.0 

16.9 

16.3 

31.7 

17.1 

829 

USA  NETWORK  SPORTS 

19.7 

15.7 

16.4 

34.0 

14.3 

427 

No La :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 

*  p  <  .01 
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TABLE  D-26 
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D-27 

TABLE  D-27 

RADIO  AUDIENCE  SHARES  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T 140 

43.5 

22.9 

11.2 

6.4 

10.2 

5.8 

2903 

*  DON'T  LISTEN  TO  RADIO 

37.2 

23.2 

9.8 

4.9 

12.2 

12.8 

164 

FM  AT  HOME 

43.0 

22.8 

9.7 

5.7 

12. 1 

6.7 

719 

x  FM/STEREO  AT  HOME 

45.6 

22.1 

1 1 .6 

6.3 

9.4 

5.0 

2020 

AM  AT  HOME 

46. 1 

23.7 

9.  1 

5.8 

7.9 

7.5 

241 

FM  IN  THE  CAR 

40.8 

21.8 

10.8 

6.2 

13.6 

6.8 

500 

FM/STEREO  IN  THE  CAR 

45.5 

22.0 

11.7 

6.2 

9.7 

4.9 

1440 

X  AM  IN  THE  CAR 

45.8 

23.2 

6.9 

4.4 

10.0 

9.7 

319 

X  ALL  NEWS 

32.7 

17 .3 

10.2 

9.2 

20.4 

10.2 

98 

X  SPORTS  PROGRAMMING 

38.4 

15.7 

13.8 

6.9 

15. 1 

10.  1 

159 

TALK  RADIO 

27 . 1 

28.2 

1 1 .8 

7  .  1 

15.3 

10.6 

85 

ITEM  T 14 1 

43.5 

23.0 

11.1 

6.5 

10.  1 

5.8 

2900 

x  DON'T  LISTEN  TO  MUSIC 

31.2 

22.9 

9.2 

9.2 

14.7 

12.8 

109 

COUNTRY 

41.8 

22.8 

10.0 

7.7 

11.7 

5.9 

878 

X  EASY  LISTENING 

35.2 

24.0 

10.4 

7.3 

13.6 

9.5 

579 

X  SOUL 

36.7 

23.7 

9.3 

7.4 

13.7 

9.3 

270 

POP 

45.0 

21.7 

9.3 

5.7 

11.5 

6.9 

843 

ALBUM  ROCK 

43.7 

22.2 

1 1 .8 

6.9 

9.6 

5.8 

1213 

NEW  WAVE/9CCK./PUNK 

47.7 

20.9 

11.2 

5.5 

9.8 

4.8 

579 

X  HARD  ROCK 

46. 1 

24.6 

10.9 

6.9 

7.4 

4.  1 

1289 

OLDIES  (50 'S  OR  60'S) 

41. 1 

21 . 1 

11.1 

7.8 

10.6 

8.2 

574 

X  OTHER 

34.3 

24.0 

7.7 

6.0 

14.0 

14.0 

300 

No+q  :  Respondents  era 

NPS  RA 

recru; ts 

surveyed 

by  the 

1983  ARI 

Survey. 

x  2  <  .01 


D-28 


TABLE  D-28 

RADIO  AUDIENCE  SHARES  OF  BLACK  HALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 

PROGRAMS 

17 

18  19  20  21-23 

24+ 

N 

ITEM  T 140 

39.5 

21.6 

13.  1 

8.2 

10.2 

7.5 

778 

DON'T  LISTEN  TO  RADIO 

27.3 

20.5 

15.9 

13.6 

15.9 

6.8 

44 

FM  AT  HOME 

43.2 

23.6 

13.2 

7.  1 

7  .  1 

5.7 

280 

FM/STEREO  AT  HOME 

40.6 

21.0 

13.  1 

7.8 

9.8 

7.6 

510 

AM  AT  HOME 

41.6 

26.4 

12.7 

6.6 

8.6 

4. 1 

197 

FM  IN  THE  CAR 

39.8 

20.9 

13.  1 

9.9 

9.9 

6.3 

191 

FM/STEREO  IN  THE  CAR 

44.3 

19.6 

12.9 

6.6 

8. 1 

8.5 

271 

AM  IN  THE  CAR 

46.6 

25.2 

11.5 

6.  1 

7.6 

3.  1 

131 

ALL  NEWS 

37.5 

17.5 

15.0 

2.5 

10.0 

17.5 

40 

SPORTS  PROGRAMMING 

40.0 

24.6 

10.8 

3.  1 

12.3 

9.2 

65 

TALK  RADIO 

28.2 

33.3 

5.  1 

5.1 

12.8 

15.4 

39 

ITEM  T 14 1 

39.6 

21.7 

13.3 

8.3 

9.8 

7.4 

775 

DON'T  LISTEN  TO  MUSIC 

29.2 

29.2 

8.3 

4.2 

29.2 

0.0 

24 

COUNTRY 

35.5 

27.4 

9.7 

11.3 

4.8 

11.3 

62 

EASY  LISTENING 

41.1 

23.2 

10.6 

9.3 

9.9 

6.0 

151 

SOUL 

39.6 

21. 1 

13.5 

8.5 

9.8 

7.5 

601 

POP 

45.3 

16.6 

13.5 

7.2 

11.2 

6.3 

223 

ALBUM  ROCK 

39.2 

20.8 

13.6 

8.8 

12.0 

5.6 

125 

NEW  WAVE/ROCK. /PUNK 

38. 1 

21.9 

13.8 

10.0 

10.0 

6.3 

160 

HARD  ROCK 

33.3 

26.4 

12.5 

8.3 

12.5 

6.9 

72 

OLDIES  C50'S  OR  60'S) 

37.4 

17 .8 

10.3 

6.5 

16.8 

11.2 

107 

OTHER 

45.6 

13.6 

10.7 

6.8 

10.7 

12.6 

103 

Note •  Respondents  are 

NPS  RA 

recruits 

surveyed 

by  the 

1983  ARI 

Survey . 

*  B  <  .05 
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TABLE  D-29 


TV  AUDIENCE  SHARES  OF  WHITE  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T 137 

43.5 

23.0 

11.0 

6.4 

10.2 

5.8 

2906 

NOT  THESE/NO  REGULAR  TV 

41.1 

24.9 

10.4 

6.  1 

1 1.7 

5.7 

890 

SOLID  GOLD 

45.0 

24.2 

10.9 

5.2 

10.3 

4.4 

458 

SOUL  TRAIN 

44.6 

25.6 

13.2 

5.8 

7  .4 

3.3 

121 

AMERICAN  BANDSTAND 

48.2 

23.5 

10.2 

5.5 

9.4 

3.  1 

255 

DANCE  FEVER 

39.2 

29.6 

9.6 

6.4 

9.6 

5.6 

125 

MOVIES  ON  NETWORK  TV 

46.7 

20.7 

11.0 

6.7 

9.2 

5.8 

1037 

LIKE  SAT.  NIGHT  LIVE 

47.5 

20.8 

11.9 

6.3 

8.8 

4.7 

906 

CABLE  TV  PROGRAMS 

43.5 

22.3 

11.3 

6.0 

10.7 

6.2 

1028 

*  NIGHTLY  NETWORK  NEWS 

40.  1 

20.8 

10.3 

7.3 

12.2 

9.4 

716 

X  LOCAL  NEWS 

44.5 

21.0 

9.2 

6.3 

1 1 .7 

7.4 

925 

ITEM  T 138 

43.6 

22.9 

11.0 

6.5 

10.2 

5.8 

2891 

NO  REGULAR  TV  SPORTS 

42.7 

23.7 

9.6 

5.8 

11.6 

6.7 

1004 

PRO  BOWLING 

45.1 

19.2 

10.0 

7.8 

12.0 

5.8 

359 

NFL  SEASON  GAMES 

43.5 

22.1 

12.1 

7.1 

9.7 

5.5 

1522 

PLAYOFFS/SUPERBOWL 

46.3 

21.6 

10.7 

6.3 

9.4 

5.7 

890 

COLLEGE  FOOTBALL 

43.7 

22.4 

10.8 

7.6 

9.7 

5.7 

1341 

BASEBALL  SEASON  GAMES 

42.8 

20.3 

11.5 

8.0 

11.1 

6.3 

895 

PLAYOFFS/WORLD  SERIES 

43.8 

20.6 

11.0 

7.6 

10.5 

6.5 

980 

NBA  BASKETBALL 

43.2 

21.0 

1 1.8 

7.2 

10.4 

6.4 

720 

COLLEGE  BASKETBALL 

42. 1 

19.9 

1 1.8 

8.5 

11.2 

6.4 

668 

NHL  HOCKEY 

45.9 

21.0 

10.9 

6.8 

11.1 

4.3 

414 

ITEM  T 139 

43.6 

23.0 

11.0 

6.4 

10.2 

5.8 

2880 

NO  REGULAR  TV  SPORTS 

42.8 

24.3 

9.3 

5.5 

1 1.2 

6.9 

1040 

WIDE  WORLD  OF  SPORTS 

44.3 

20.6 

12.3 

7.6 

9.9 

5.2 

1086 

SPORTS  WORLD 

44.1 

21.9 

12.5 

6.5 

10.0 

5.0 

800 

SPORTS  SUNDAY 

42.5 

22.7 

13.0 

6.8 

10.0 

5.  1 

763 

SPORTS  SATURDAY 

42.5 

21.6 

13.  1 

6.5 

11.0 

5.3 

602 

MONDAY  NIGHT  FOOTBALL 

42.4 

22.3 

12.0 

6.7 

10.8 

5.8 

1 1 16 

X  WTBS  (TURNER  SYSTEM) 

38.8 

19.0 

12.3 

7.0 

14.7 

8.3 

374 

ESPN  (CABLE  SPORTS) 

42.4 

21.9 

12.0 

7.1 

11.0 

5.6 

661 

USA  NETWORK  SPORTS 

42.3 

21.7 

11.3 

7.4 

10.7 

6.5 

336 

Note :  Respondents  are 

NPS  RA 

recruits 

surveyed 

by  the 

1983  ARI 

Survey. 

TABLE  D-30 


TV  AUDIENCE  SHARES  OF  BLACK  MALE  POST/HSDG  RECRUITS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T137 

39.5 

21.6 

13.0 

8.5 

10.1 

7.3 

779 

*  NOT  THESE/NO  REGULAR  TV 

30.7 

22.6 

16.0 

9.9 

14.2 

6.6 

212 

x  SOLID  GOLD 

46.0 

20.7 

12.3 

8.0 

9.4 

3.6 

276 

SOUL  TRAIN 

CM 

>T 

22.6 

1 1 .7 

7.7 

9.7 

6.0 

350 

AMERICAN  BANDSTAND 

45.6 

22.8 

12.8 

5.4 

10.7 

2.7 

149 

DANCE  FEVER 

43.7 

24. 1 

9.5 

7.6 

11.4 

3.8 

158 

MOVIES  ON  NETWORK  TV 

44.5 

21.0 

12. 1 

7.0 

9.2 

6.3 

272 

x  LIKE  SAT.  NIGHT  LIVE 

47.0 

21.1 

11.1 

6. 1 

10.4 

4.3 

279 

CABLE  TV  PROGRAMS 

40.9 

19.5 

12.9 

8.6 

10.2 

7.9 

303 

NIGHTLY  NETWORK  NEWS 

36.4 

23.7 

10.6 

8. 1 

11.1 

10.1 

198 

LOCAL  NEWS 

42.6 

18.6 

10.8 

9.5 

9.5 

9.1 

296 

ITEM  T 138 

39.7 

21.6 

12.9 

8.4 

10.1 

7.3 

776 

x  NO  REGULAR  TV  SPORTS 

32.3 

23.6 

15.0 

5.5 

17.3 

6.3 

127 

PRO  BOWLING 

37.4 

20.2 

17.2 

8.1 

12.1 

5.1 

99 

x  NFL  SEASON  GAMES 

42.5 

21.2 

11.3 

9.2 

7.9 

7.9 

520 

PLAYOFFS/SUPERBOWL 

41.7 

20.2 

12.3 

8.3 

10. 1 

7.5 

228 

COLLEGE  FOOTBALL 

42.8 

19.5 

11.5 

8.5 

9.0 

8.7 

435 

BASEBALL  SEASON  GAMES 

40.3 

19.1 

13.5 

8.6 

11.4 

7.1 

325 

PLAYOFFS/WORLD  SERIES 

38.5 

21.0 

14.4 

6.6 

11.3 

8.2 

257 

NBA  BASKETBALL 

39.8 

21.0 

12.6 

8.6 

10.3 

7.7 

467 

COLLEGE  BASKETBALL 

40.6 

21.6 

10.4 

8.3 

11.2 

7.8 

384 

NHL  HOCKEY 

36.2 

20.7 

15.5 

10.3 

6.9 

10.3 

58 

ITEM  T139 

39.3 

21.6 

13.1 

8.3 

10.2 

7.5 

773 

NO  REGULAR  TV  SPORTS 

37.8 

26.4 

13.5 

3.4 

12.2 

6.8 

148 

WIDE  WORLD  OF  SPORTS 

39.2 

20.2 

13.6 

8.5 

10.5 

8.0 

352 

SPORTS  WORLD 

38.8 

19.9 

13.8 

8.7 

11.2 

7.7 

312 

SPORTS  SUNDAY 

38.7 

20.1 

14.9 

7.7 

11.1 

7.4 

323 

SPORTS  SATURDAY 

39.2 

20.5 

15.3 

7.8 

10.8 

6.3 

268 

MONDAY  NIGHT  FOOTBALL 

38.7 

21.2 

12.7 

8.9 

10.  1 

8.4 

416 

WTBS  (TURNER  SYSTEM) 

38.8 

19.8 

15.7 

9.1 

9.9 

6.6 

121 

ESPN  (CABLE  SPORTS) 

33.9 

19.8 

15.9 

9.3 

11.9 

9.3 

227 

USA  NETWORK  SPORTS 

36.2 

19.1 

14.2 

7.8 

15.6 

7.1 

141 

Note :  Respondents  are  NPS  RA  recruits  surveyed  by  the  1983  ARI  Survey. 


TABLE  D-S1 


RADIO  AUDIENCE  SHARES  OF  WHITES  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T 140 

41.4 

22.9 

12.2 

6.6 

10.7 

6.2 

3921 

*  DON'T  LISTEN  TO  RADIO 

33.2 

22.4 

12.1 

5.8 

13.5 

13.0 

223 

FM  AT  HOME 

40.7 

22.8 

11.3 

6.7 

11.4 

7.0 

997 

*  FM/STEREO  AT  HOME 

43.7 

22.4 

12.4 

6.2 

10.0 

5.3 

2733 

AM  AT  HOME 

44.8 

23.  1 

10.  1 

5.9 

7.4 

8.6 

337 

FM  IN  THE  CAR 

39.3 

21.5 

12.9 

6.6 

13.2 

6.5 

666 

FM/STEREO  IN  THE  CAR 

43.3 

22.7 

12.3 

6.5 

9.8 

5.4 

1898 

X  AM  IN  THE  CAR 

44.3 

22.1 

8.2 

5.0 

10.7 

9.6 

438 

x  ALL  NEWS 

32.5 

17.1 

10.6 

10.6 

19.5 

9.8 

123 

SPORTS  PROGRAMMING 

34.2 

20.5 

14.2 

6.8 

14.7 

9.5 

190 

X  TALK  RADIO 

26.9 

26.1 

15.  1 

6.7 

13.4 

11.8 

1 19 

ITEM  T 14 1 

41.4 

22.9 

12.  1 

6.7 

10.6 

6.2 

3912 

x  DON'T  LISTEN  TO  MUSIC 

30.  1 

23.5 

10.5 

9.2 

13.1 

13.7 

153 

x  COUNTRY 

40.5 

21.4 

11.0 

7.4 

1 1 .8 

7.9 

1207 

X  EASY  LISTENING 

34.9 

22.1 

11.3 

6.9 

14.0 

10.8 

814 

x  SOUL 

35.9 

23.6 

10.2 

7.6 

12.8 

9.9 

382 

POP 

43.0 

21.3 

10.6 

6.4 

11.4 

7.4 

1127 

ALBUM  ROCK 

41.0 

22.6 

12.9 

7.2 

10.7 

5.6 

1616 

NEW  WAVE/ROCK. /PUNK 

44.5 

21.6 

13.4 

5.7 

9.4 

5.5 

778 

X  HARD  ROCK 

44.  1 

24.9 

12.4 

6.8 

7.7 

4.0 

1733 

X  OLDIES  (50 'S  OR  60'S) 

38.3 

20.4 

11.4 

8.1 

11.9 

10.0 

818 

x  OTHER 

33.6 

21.9 

10.7 

6.1 

14.2 

13.5 

429 

TABLE  D-32 


RADIO  AUDIENCE  SHARES  OF  BLACKS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T 140 

37.6 

21.4 

13.1 

8.7 

11.2 

8.0 

1022 

DON'T  LISTEN  TO  RADIO 

29.2 

20.0 

18.5 

12.3 

13.8 

6.2 

65 

FM  AT  HOME 

39.5 

22.4 

13.3 

8.2 

9.4 

7.  1 

392 

FM/STEREO  AT  HOME 

37.8 

21.6 

12.9 

8.3 

11.6 

7.9 

675 

AM  AT  HOME 

41.1 

24.1 

13.0 

7.1 

9.9 

4.7 

253 

FM  IN  THE  CAR 

36.4 

20.7 

12.3 

10.3 

12.6 

7.7 

261 

FM/STEREO  IN  THE  CAR 

40.2 

20.5 

12.9 

8.1 

9.4 

8.9 

371 

x  AM  IN  THE  CAR 

44.3 

24.7 

11.5 

5.7 

10.3 

3.4 

174 

ALL  NEWS 

32.  1 

20.8 

13.2 

1.9 

15.  1 

17.0 

53 

SPORTS  PROGRAMMING 

35.5 

23.7 

10.5 

3.9 

17. 1 

9.2 

76 

X  TALK  RADIO 

27.3 

27.3 

5.5 

7.3 

16.4 

16.4 

55 

ITEM  T 14 1 

37.8 

21.4 

13.2 

8.8 

10.9 

7.9 

1015 

DON'T  LISTEN  TO  MUSIC 

31.4 

25.7 

11.4 

5.7 

22.9 

2.9 

35 

COUNTRY 

35.3 

23.5 

15.3 

8.2 

5.9 

11.8 

85 

EASY  LISTENING 

36.2 

20.5 

13.3 

10.0 

12.9 

7.1 

210 

SOUL 

37.6 

21.1 

13.5 

8.8 

10.9 

8.2 

772 

POP 

42.5 

17.9 

13.5 

8.5 

11.0 

6.6 

318 

ALBUM  ROCK 

37.1 

21.1 

12.6 

8.6 

13.7 

6.9 

175 

NEW  WAVE/ROCK. /PUNK 

38.5 

21.7 

13.3 

10.6 

10.2 

5.8 

226 

HARD  ROCK 

36.5 

25.0 

12.5 

8.7 

10.6 

6.7 

104 

K  OLDIES  (50'S  OR  60'S) 

35.4 

17.7 

10.1 

7.0 

17.7 

12.0 

158 

*  OTHER 

38.2 

13.4 

12.7 

8.9 

12.7 

14.0 

157 

ITEM  T 137 

91.5 

22.9 

12.1 

6.6 

10.7 

6.2 

3924 

NOT  THESE/NO  REGULAR  TV 

39.2 

24.4 

11.4 

6.3 

11.8 

6.9 

1239 

SOLID  GOLD 

45.2 

22.9 

1 1 .6 

5.6 

9.7 

4.9 

628 

SOUL  TRAIN 

41.9 

22.7 

16.3 

8. 1 

6.4 

4.7 

172 

AMERICAN  BANDSTAND 

46.4 

23.5 

11.7 

6.7 

7.8 

3.9 

358 

DANCE  FEVER 

41.9 

26.9 

8.6 

7.5 

9.1 

5.9 

186 

MOVIES  ON  NETHORK  TV 

44.5 

21.0 

12.1 

6.5 

9.6 

6.4 

1354 

LIKE  SAT.  NIGHT  LIVE 

44.6 

21.8 

12.1 

7.0 

9.5 

5.0 

1170 

CABLE  TV  PROGRAMS 

42.6 

22.  1 

12. 1 

6.3 

10.8 

6.1 

1357 

NIGHTLY  NETMORK  NEHS 

37.4 

21 . 1 

12.1 

7.4 

12.6 

9.5 

929 

LOCAL  NEHS 

41.7 

21.2 

9.8 

6.7 

12.2 

8.3 

1229 

ITEM  T 138 

41.6 

22.8 

12.0 

6.6 

10.7 

6.3 

3911 

NO  REGULAR  TV  SPORTS 

40.4 

23.0 

11.4 

6.1 

11.5 

7.5 

1486 

PRO  BOHLING 

41.8 

19.9 

10.5 

8.6 

13.3 

5.9 

488 

NFL  SEASON  GAMES 

41.9 

22.3 

12.5 

7.2 

10.3 

5.9 

1909 

PLAYOFFS/SUPERBOHL 

44.3 

21.3 

11.4 

6.3 

10.7 

6.0 

1115 

COLLEGE  FOOTBALL 

41.9 

22.5 

11.1 

7.4 

10.8 

6.2 

1674 

BASEBALL  SEASON  GAMES 

41.2 

20.5 

12.2 

7.7 

12.1 

6.3 

1075 

PLAYOFFS/WORLD  SERIES 

42.3 

20.7 

11.6 

7.1 

11.3 

7.0 

1204 

NBA  BASKETBALL 

41.0 

21.2 

12.3 

7.4 

11.4 

6.7 

887 

COLLEGE  BASKETBALL 

40.2 

20.8 

12.2 

8.3 

12.2 

6.3 

806 

NHL  HOCKEY 

42.4 

22.3 

12.5 

6.9 

10.7 

5.2 

521 

ITEM  T 139 

41.6 

22.9 

12.0 

6.6 

10.6 

6.3 

3892 

NO  REGULAR  TV  SPORTS 

41.1 

23.6 

11.1 

5.2 

11.5 

7.6 

1531 

HIDE  MORLD  OF  SPORTS 

41.5 

21.1 

12.9 

8.0 

10.5 

6.0 

1406 

SPORTS  HORLD 

42.9 

22.0 

13.3 

6.8 

10.0 

5.  1 

1001 

SPORTS  SUNDAY 

41.1 

23.0 

13.5 

6.9 

10.0 

5.5 

942 

SPORTS  SATURDAY 

41.2 

21.5 

14.0 

6.7 

11.1 

5.5 

759 

MONDAY  NIGHT  FOOTBALL 

40.8 

22.5 

12.8 

6.5 

11.3 

6.0 

1393 

HTBS  (TURNER  SYSTEM) 

38.5 

18.8 

12.8 

7.1 

14.6 

8.2 

452 

ESPN  (CABLE  SPORTS) 

40.9 

22.4 

12.8 

6.9 

11.2 

5.7 

821 

USA  NETHORK  SPORTS 

41.7 

21.5 

11.6 

7.5 

11.1 

6.6 

424 

TABLE  D-34 


TV  AUDIENCE  SHARES  OF  BLACKS  BY  AGE 


AGE  AT  CONTRACTING 


PROGRAMS 

17 

18 

19 

20 

21-23 

24+ 

N 

ITEM  T 137 

37.6 

21.4 

13.0 

8.9 

11.2 

7.9 

1024 

x  NOT  THESE/NO  REGULAR  TV 

29.8 

20.2 

15.2 

11.0 

15.6 

8.2 

282 

x  SOLID  GOLD 

43.5 

20.9 

12.2 

8.7 

10.3 

4.3 

368 

SOUL  TRAIN 

39.6 

22.9 

12.3 

7.5 

11.0 

6.6 

454 

AMERICAN  BANDSTAND 

42.4 

24.7 

12. 1 

6.6 

10.6 

3.5 

198 

DANCE  FEVER 

40.5 

23.2 

10.5 

8.2 

12.3 

5.5 

220 

MOVIES  ON  NETWORK  TV 

41.8 

20.2 

11.7 

7.4 

11.2 

7.7 

366 

X  LIKE  SAT.  NIGHT  LIVE 

45.3 

20.2 

11.3 

6.4 

11.6 

5.2 

362 

CABLE  TV  PROGRAMS 

39.8 

19.3 

13.  1 

8.2 

1 1 .6 

8.0 

389 

NIGHTLY  NETWORK  NEWS 

35.0 

21.4 

10.5 

9.0 

12.8 

11.3 

266 

LOCAL  NEWS 

38.8 

19.0 

11.1 

9.5 

11.6 

10.0 

389 

ITEM  T 138 

37.7 

21.4 

13.0 

8.8 

11.1 

8.0 

1018 

x  NO  REGULAR  TV  SPORTS 

28.9 

21.3 

15.2 

9.1 

17.3 

8.1 

197 

PRO  BOWLING 

37.3 

19.8 

16.7 

7.1 

12.7 

6.3 

126 

X  NFL  SEASON  GAMES 

40.7 

21.3 

11.1 

9.4 

9.4 

8.1 

629 

PLAYOFFS/SUPERBOWL 

38.0 

21.7 

11.6 

8.7 

12.3 

7.6 

276 

COLLEGE  FOOTBALL 

41.1 

20.2 

10.9 

8.5 

10.6 

8.7 

540 

BASEBALL  SEASON  GAMES 

38.0 

19.6 

13.7 

8.5 

12.9 

7.2 

387 

PLAYOFFS/WORLD  SERIES 

35.9 

21.3 

14.3 

7.3 

13.3 

7.9 

315 

NBA  BASKETBALL 

38.3 

21.1 

12.5 

8.3 

11.5 

8.3 

592 

COLLEGE  BASKETBALL 

39.0 

22.5 

11.1 

8. 1 

11.7 

7.5 

479 

NHL  HOCKEY 

34.2 

16.4 

17.8 

13.7 

9.6 

8.2 

73 

ITEM  T 139 

37.5 

21.5 

13. 1 

8.8 

11.1 

8.0 

1012 

NO  REGULAR  TV  SPORTS 

35.9 

22.2 

13.7 

6.8 

12.8 

8.5 

234 

HIDE  WORLD  OF  SPORTS 

36.7 

20.8 

13.9 

8.7 

11.6 

8.3 

447 

SPORTS  WORLD 

36.0 

20.6 

14.9 

8.9 

12.0 

7.6 

383 

SPORTS  SUNDAY 

37.3 

20.8 

15.5 

7.5 

11.5 

7.3 

399 

SPORTS  SATURDAY 

36.9 

21.0 

16.2 

7.3 

11.9 

6.7 

328 

MONDAY  NIGHT  FOOTBALL 

37.2 

21.4 

12.6 

9.2 

11.2 

8.4 

500 

WTBS  (TURNER  SYSTEM) 

36.0 

19.3 

16.7 

10.0 

12.0 

6.0 

150 

ESPN  (CABLE  SPORTS) 

33.  1 

20.4 

15.8 

9.2 

12.7 

8.8 

284 

USA  NETWORK  SPORTS 

33.9 

20.  1 

16.1 

8.0 

15.5 

6.3 

174 

Note!  Respondent*  are 

NPS  RA 

recruits  surveyed  by  the 

1983  ARI 

Survey. 

